AUTOVATI CALLY PRESCRI Bl NG TOTAL BUDGET FOR MARKETI NG
AND SALES RESOURCES AND ALLOCATI ON ACROSS SPENDI NG
CATEGORI ES CROSS REFERENCE TO RELATED APPLI CATI ON
0001] This application clains the benefit of U S
BYEPBAal Application No. 60/991, 147, fil BGTNSHERASPS?
30, 2007, and entitled "AUTOVATI CALLY PRESCR! BI NG
TOTAL MARKETI NG BUDGET AND ALLOCATI ON ACROSS MARKETI NG
CATEGORI ES, " which is incorporated herein inits
entirety by reference TECHNI CAL FI ELD [ 0002] The
descri bed technology is directed to the field of
aut omat AUTEAMAECARL Y BRESCRIBING FOTAINBUDRA&RTEOR

partic fd @@g% ng

t ool sﬁé%%wga Bgsﬁeg@r% cofr??rﬂ‘nl cati oﬁ

("mar keting") ASROSS PPENBRNG BATRBIORIEShe sellers of a

product or a service-i.e., an "offering"-educate

potential purchasers about the offering. Marketing is

often a maj or expense for sellers, and is often nade
CRﬁS&RIEEEBENQErﬂ?QREM\TEBnW?l&@A‘EIW categori es, such as

a variety of different advertising nedia and/ or

[OtﬁH let g hus%pﬁ’ﬁ@étlonaélaﬂshﬁ{e éﬁﬁtdfﬁgst @Bﬂél&ﬁ’eﬂsl\pphcatlon No.
DeSpite t I"exity involved in _
60/ RaT. ies NorruRer 20t 2907 BN ed CaLT OBATISAT RRESGRIBING
TCﬁ@G.h PARKETING € 'BUBGEP "RNTE N AR LOCATMONG eTAGRGESS ONARKETING
deci si on support tools exists, makl?ig it commpn to

CPJ&%?'E&W@CM@fncvrmgﬁ%h%rsn'9'fs PR by refRre8E®j ect i ve
concl usions, and in many cases producing

TEdil—Md}KBFIElg:EOUS results. [0004]In the few cases where
useful decision support tools exist, it is typically

[Odqb%gessq,ﬁg Jegérlbggetel:ﬁﬁﬁ L?? .Q%%%c{e tBrtﬂé( idR b LQSma ed decision

ntitiés o gast l'ocations o eting
suppgbiopls cand, morehparticuigrivcto the ﬁelmoﬁgutomﬁtfdtwgg?twdmi%
that that they produced. BRI EF DESCRI PTI ON OF THE

BAIRAMOGRD[ 0005] Figure 1 is a high-level data flow
di agram showi ng data flow within a typical arrangenent

loq%fab%] 2Nehns SoRgnlcRsdy gk gaﬁggﬁ{sgtﬁ%w&%ys by which the sellers
of aqQrpdurt ot 2 §ewlne9ald yan faffeting’orerueatei pmtesnhal prchasesnabayt the

Offt?lﬂ}eﬂ k 5@( é)egglés n%a@bgﬁ_etng Ifords%ﬁérgeén q\f@hglbacfeh& a large

nusbembincpnsaomphts amnategnnes sfichaas$ Iab.ﬁaely Qﬁfdlffﬁ'%'ﬁ @dV@'ﬁ&ng media

totherl \% kapRkRonadied
angﬁl: Wt?@%s%vell%rsloﬁher gg%ﬁ)%hg J@%{nﬁ}u% ?}ae tﬁ@c fip 85
in developung a marketlng budget attributing a Ievel of spendlng to each of a number of
components, few useful automated decision support tools exists, making it common to
perform this activity manually, relying on subjective conclusions, and in many cases

producing disadvantageous results.

[0004] In the few cases where useful decision support tools exist, it is typically
necessary for the tool's user to provide large quantities of data about past allocations of
marketing resources to the subject offering, and the results that that they produced.
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limt access to the facility to authorized users.

[0009] Figure 5 is a flow di agram showi ng a page

di spl ay generated by the facility in a view edit node.

[ 0010] Fi gures 6-9 show di spl ays presented by the
waeiob/otoyeoi n order to solicit information abear/shesssos?
subj ect offering for which an overall marketing budget
and its distribution are to be prescribed by the
facility. [O0O1l1]Figure 10 is a display diagram show ng
a result navigation di spl ay presented by the facility

Bﬁ@ﬁ?[;%ﬂdp&%“@:-m% RERUNes about the subj ect

ing to perm euser to select a form of

anal ysis for review results. [0012]Figure 11 is a .
1080851 2 68 JrinANigRdar N G epedipaigm shawiadais gy witin a typical

arfaf&@bi'nbhb/oftc@mﬁeﬁémé/uééal&o9I’=Uvidé&he taehigl marketing budget
that the facility has is determ ned for the subject

[UOM]GH I’Fgguré(mils% Fblitgikf ﬁaérargl shovirly s@hay}f ﬂh@&embaﬁ:k&/ typically
{ n tion
B S it AL AP SUBr AT B BT 9Bowy O Hph the

fatibtg iekeduges. [0014] F| gure 13 is a process diagramt hat
descri bes collecting additional offering attribute

[000iFlor neigwe 3 o tdbde wisaving [sDOWDHp Fsayople chatents af a library of
hjﬁgﬁ&?%grk%m% shovm ng the derivation of three
ures

"for the subject offering: cognition,

ect,
080y o FARE AR e B ghoyiny e e yeeq Byt iy o
limitascessiiodle faeiiyre authgrizesiusest mar ket i ng acti vi ty
al | ocations, each for a different conbi nation n
[0098lce ddgure 8ds adipwidiagrarg showinp a RaokidifRiay gfnerated by the facility

in Qs Wddit rabdee 16 1s a process di agram showi ng how t he
initial allocation specified by the table in Figure 15

[ostoyul d Fiigi:r@edjS@tsﬂﬁ\Nf@ﬁpl@snﬁ@baﬂe@fbysnﬁcfaaihtyc mndidet amssolicit
. 1 0018] Fi.qu 17 rocess  diagram s

P RaoP gpaih e it 3BT Sitngt PurraL BekAng ibdl ey e
distetrtien aregtodetprescribed by the facility.

[0011] Figure 10 is a display diagram showing a result navigation display
presented by the facility after collecting information about the subject offering to permit

the user to select a form of analysis for reviewing results.

[0012] Figure 11 is a display diagram showing a display presented by the facility fo
convey the optimal total marketing budget that the facility has is determined for the

subject offering.

[0013] Figure 12 is a display presented by the facility o show spending mix
information. The display includes an overall budget prescribed by the facility.

[0014] Figure 13 is a process diagram that describes collecting additional offering

attribute information from the user.

[0015] Figure 14 is a process diagram showing the derivation of three derived
measures for the subject offering. cognition, affect, and experience. '
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[0019] Figure 18 is a process diagram show ng the fi nal
adjustnent to the results shown in Figure 17.

[0020] Figure 19 is a display diagram show ng a display
presented by the facility to portray resource

vad b@g/atoren prescriptions nmade by the facil i tRCTWSRH08/085087
respect to a nunber of related subject offerings, such
as the same product packaged in three different forns.

[ 0021] Fi gures 20-49 show one or nore sanple

i npl enentations of the facility reflecting various

[odFsedi “ﬁg&rr% Js[ng%éthE'dEngafé ﬁ&@geté%f ﬁﬁﬁ%@tiﬁ%‘gmvﬁy allocations,

results uce In sone e odi nent s.
ey wrjer@mmatmot the Ay pe Herivesaitribues shapein Figure 14.

recogni zed that, in many cases, such as in the c

091 Rew dJigweitRgs atnﬁ@cqsafi@@r% shavwing Baw &e '&5'@53*%95%%" SPeC'f led
byOIAE talié InGG@ire @5 Shéllid BREHjE SR riadReibef 86spetial dumdRibhy. ect
offering and the results that that they produced that

[031 gJser migukd 7ha;aeprbcesp oGk ke shawlalg mg'r)'\m@!frar?ﬂll}adietern:mes dolar
eci si on_syppor 0 no vai [ abl e e inventors
amand ?r&P??Fgﬁdo?%%m?éﬁt'S'\gr?& MYeyen where such data is
OB 2, 55 ARSI D0 S b st

sr{o@mnr;gu:emdu ngI y, a tool that automatically
prescri bed an advant ageous all ocati on of funds or
[0020]er rRiguyer!@ dsa displan diepfapy sheyvingaidispley peesented by the facility to
593%@&% alibda 6’&‘ r @-@Jﬁgﬁé RY é*B? tﬁ@%ﬁ? Wlﬂ'lr a‘é&b&% fo,a number

I storrcal per at a or the o I ng
ofrfg{péeds s@mcﬂ.qf@ﬁngsmauph i tag, the \§gme product packaged in three different
ford9/ 070790PCT/ US2008/ 085087 [ 0025] A software facility
that uses a qualitative description of a subject
[ooé’ger | MFGgUr€s 20140n@HowCand Yr Bioes GamBR BPldmdntdtions topttiee facility

g get for marketing and sal es resources for a subject
refigqtl 9?’?\’@0“5@81 bogdiments- al | ocation of that total budget

RS B 5o 295 AR ke S0 3 i pome

erbtsiimergs. out cone such as profit for the subject
of fering based on experi nment al | y- obt ai ned econonetric
D@?Ai'ﬁ‘Eb gexedipficty”) is provided. [0026]1n an
Initralization phase, the facility consi ders data
about historical marketi efforts for var
1088 e | e NSO AR REOTERELE P TSR SHER o i PRgase o

a rﬁ@fwr etféring, Qiﬁé Qe f QUantite® sLIBRRC Bb&tT Sast nlocatioas d:ﬁtmarketmg
re ects

h effort t t
et ey SUbisR Sfarig 2ndhe festt ek P S PEiGRS 6B Suser
walld egad toopsroasﬂéng mwﬁveﬁtlonll deigion Suppstt tasids (W) available. The

bu S ults ta ca beo ed_in ,
BTGB g5 LI EEogged it yef et O AR de avAlge. it can be
inconvdrgentng asdeas thissdath any plvide it th thendezsitesmpport tool.
publications, etc. [0027] The facility uses this data
[0024] cr edtceondimglyur @ eohdiipt eulitanatichily fraesdribey’ gn  advantageous
t I I
allg%)e\t%fl o ﬁ?ﬁcjs of bfhg;t res@ﬁge{tgfaaldffe}’n %cplkg \?attl;ﬁgsg géhg%f%@%gﬁthout
requntmgathet Lha@r it ptomdeda$tom bettfwrrr@nee ﬂetat for theaeffesing ayailds have
SIEL on busi ness outconme of allocating a
artlcu r | evel of resources to total marketing
budget. Second, the facility derives a nunber of
adjustnent factors for the average el asticity neasure
for total marketing budget that specify how nuch the
average el asticity measure for total marketing budget
is to be increased or decredSed to reflect particul ar
characteristics of the historical marketing efforts.
Third, for the historical marketing efforts of each of
a nunber groups of qualitatively simlar offerings,
the facility derives per-activity elasticity neasures
i ndicating the extent to which each marketing activity
i npact ed business outcone for marketing efforts for



WO 2009/ 070790PCT/ US2008/ 085087 [ 0029] After

identifying the ideal total marketing budget, the
facility uses the solicited qualitative description of
the subject offering to determ ne which of the groups
vob 2@bmrecof f eri ngs the subj ect of fering nostraaiigeespssos?
mat ches, and derives a set of ideal marketing activity
all ocations fromthe set of per-activity elasticity
nmeasures derived for that group. [0030]In this manner,
the facility automatically prescribes a total

oggﬂk etig g?[?ﬁaﬁ»g ARy f’hh{ @é‘eétd %ﬂ\lmr%ﬂge gés%ﬁ bridAtr 'a%b%@f oﬁ‘é?lﬁg to

ect o out he user to provid

aﬁp@amﬂb aresprief tmﬂ'mﬁﬂ @etot%badge@fortmﬁsk@ma jaBd tsalgp Fesaurgs fora
sdbﬁml&ﬁxhﬁg RH92) Oh HRLKRIn bEIRANSAI %uag(eqsovéﬁtmmmgendmg

the facility predi ct busi ness out cones
Caﬁ%%’@ﬁm Al fefélljli%lt foorss "astiviies'| o R ar@‘éﬁ’ﬂﬁrc'éteﬁp?@é? gptimize a

biHeRS ocutdonfe A §§tprdﬁ 16 théesub)R IS basedbe lekpérimentally-

denotes a statjstjcal function wth the proper

‘@%‘B%ﬁ?%’oﬁﬁgica{’@f%("mﬁh§tf?°d'§5’"b'ls PERViES: shing returns

32] Furth hi hi .

obR22) G R huaRabe s B, BRSPS SHhl irn

mgﬁetue{s efitits @crro&t&roee Qiéfeﬂm%s tHaetmé hriad necre{sear? nblatyiﬁr)sihﬁj tts the
i r irec an nt er i,0 cts for _

ke ¢ror e i p SR oretet s 16 B heFE S bR ptrort (1
chacavterigtiess of ehqommilsetéd)_oﬁbmgge(g) |tn§taleaxal'kemﬁg tHueiget; (3) allocation
s, S8 BB g S48 4 v
vafiatyt m"rways asneh @sdpe direatip senhdadtingdmarketingestedies t harvasting from
acéﬁe@wﬁ:%ﬁéa%nssﬁ set or case, these nethods allow

on-off condition for the cross-sections or

[Obiqel S BfHe il @Oﬁ)s?éﬂ;] tFEeé\ﬂla ?Eecr&}é' @H&Jr%saééfp?ed)fto the facility's

stica unctlons are approprlate

objretivesyi nFirsg Hied faoditl waisylatest ﬁ@r@ﬁ[ag_eygkggtl%tﬁ miegqure for total
mérﬁéﬁrﬁf ﬁjdgbpac?@éshﬁl @fﬁh@@lisfﬂ?ﬁ&lsmar‘i@ﬁ\ éfﬁirt's'tﬁé/t dﬂé(ﬁ@ts e impact

cl ass known as nmultiplicative an

ohByieEe quinpan phatoral amﬁﬂrw'aééweha? S0t i Wil parketing
budgét 08Sconk 0@135f]a&|l'ty @Rfited 4 nembeAb] éd]ﬁstmbhefaf:t@t‘d fok the average

RSB erRIP  GLBBhEEeFRg diBrC MRl soeHl Bidaud Bp Serege
efmenlqaulneésmé fc{i‘ t&:tbifﬁ’earﬁ(ém'tg%l.&igléﬂt@w bésnhcradsed ﬂﬂmacﬁéasledgb reflect
| n
P (HBTPS BRI U ADB 0B 0h M5 98 T ar Tt o the Mtrical
maﬂ%&ﬁ@f aifgtisSof éduh 6faﬁlriuh¢b,er msaoqua.rahﬁtnxelyoémngp@ﬁemfgs the
t, factors n a vari
facly R SCEa B Be0E: bPedr Sl Sl By 1 pgen ecen
mdraetingraxtiofy impaded edsinesé oofchme forymaketing@Hdits far ghe grodp.i s

a high-level data flow di agram show ng data fl ow
[0028] hi n Thetfggqlity abes interviewing techniques to solicit a qualitative description

of the subject offering from user. The facility uses portions of the solicited qualitative
description to identify adjustment factors to apply fo the average elasticity measure for
total marketing budget. The facility uses a version of average elasticity measure for
total marketing budget adjusted by the identified adjustment factors to identify an ideal
total marketing budget expected to p-roduce the highest level of profit for the subject
offering, or to maximize some other objective specified by the user.
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arrangenent of conponents used to provide the

facility. A nunber of web client conputer systens 110
that are under user control generate and send page
view requests 131 to a |l ogical web server 100 via a
wetowmnioreuch as the Internet 120. These requeEIi$2008/085087
typically include page view requests and ot her

requests of various types relating to receiving

i nformati on about a subject offering and providing

i nformati on about prescribed total marketing budget

82, 1 SR 9 4 D NGB 38R, e e

satieltedequahtanwdﬁcnmostcé the subjachyfféringlto detedine ivdninbeaf the groups
ofadWé}%ff%{i% lSI.I ygct\w@rlrzi E}\égtr cl&%{?r‘ﬁ%@he&s %Tc‘le J& e\(r]esT:P Sat'¥t lfheall

server
marating a0igig] Mocationy fromdbs sendfqer-astivity elasticity emaosum derlved for
thét%rr of the environnent descri bed above, those

ed in the art will appreciate that the facility

[063’01 be 1 'mlseﬂfaﬂﬁ thd fémi?‘(? %ﬁérﬁat&fall tp'i’@sfcnl?é“sv'af EU?éTEﬁEﬁ(etmg

I n¢l udi ng nono I c conputer_system

regeiree allocatign %{929 gribution deiihe subied ifedng w@wmeélw“gg meelﬂﬁ@ to

préVids hislolied! paRdhiRse AARNGAhE Sutidt YREMRUS Ways. I n
various enbodi nents, a variety of conputing systens or

[oosﬂer dnhfef SN br ﬁiaﬂrs@ﬁtresbwsf%awﬁawéwmmoby [hepfa@mﬁ} Sredict
ste

bUﬁWSﬁ%gutcw%mPf%%r%runéwﬁgﬁfe@s i eRs.
003 di
Show ng’ sont™8? T nb (ABRSBhEnPERY JaledEs ) Reor por at e
w e.eg dlaﬁcﬁéé \Nhl 2 st@%lewalo%ogﬁ#tt@é E%P%ége%qsﬂ'ﬁg é?\ta%'ienstlcs of

evi ces on act | ese conpute
dimipshinggetams devi ces 200 rmy |ncI ude one or nore
central_ processing units ("CPUs") 201 for executing
[003%put o gingerinis aem@nfmm By bas@wam_emerr tig¢ §pigty cross-

seBfid)! r@%t@'ﬁ%edé’érﬁsv‘éﬁdl @ro&@@%ﬂ@ﬁ elh@%hé’cﬁod’%ﬂ'@rerﬂy yields direct,
persi stent storage device 203, such as a hard drive

inqiget, aeq* irfaraglion|ejioats frtheunsiesdha fendliatsdat a: a
P o a0k TS VB 20 S 95082 B ot e

unelemmmg fiver e@datb]be aRe datistradigre8, NERM rtheseoresporiseosffe@b are
ut .e

Q ting the co S emto other co
g o T RE Gt o KrpET St of BHRRET® GiRp LIS A5 SF ol subset
orscﬁsé etfvissec onethioga ratiow asadiag any e fatumditionrfer theporesd-degtions or
f q Lo support the operation of the facility, those
mﬁ(?ei'le%d inthe art will appreciate that the facility
e i
[0 % coﬁf‘ un%}gsrﬁﬁtﬂgs gaéégé %gsﬂﬁé’tic%gi?m%{fong%fhhcguée%}Sgl%ﬁnate for
de[emmttm‘]gFa@dj app!ging differerd Byresdefaliit mtcghovw rigMsagpbediments, the

R L ki s A s i
poit estingptes ofdheilifB@otoreach corr espondl ng to a set of one

or nore historical marketing efforts each sharing
[0035ki | aln eofaie situations hthenfeljty céresampiyods mﬁwlvdo categorical

drig@d X bin@ chiehBlitda® oMRbHES t fidsenAbiGud ﬂw%ecléééés "oh ﬁrobabillst:c lift
hi storical marketing efforts corre%gondl n

faclere Kpown ﬂ%wamﬁ@a{/'agué@'tﬁ BrobY, NABRaRBeLlIE° aﬁfﬁrf’ HEﬂ“éOds
311, a cognition score attribute 312, an affect score
attribute 313, an experience score 314, a nessage
clarity score 315, and a nessage persuasiveness score
316. Each entry further contains values for the
foll owi ng statistical neasures for the historica
mar keting efforts corresponding to the entry: |og of
the outcone 351, base 352, log of outcone with a |ag
factor 353, log of external 354, log of relative price
355, and log of relative distribution 356. Each entry
further contains |ogs of advertising efficiency val ues
for each of a nunber of categories, including TV 361,



Section 920 is simlar, enabling the user to

si mul taneously sel ect appropriate values for the

per suasi veness and likeability of the conpany's
advertising. [0047]Figure 10 is a display diagram
VEDowony7® result navigation display present e Ts2008085087
facility after collecting information about the

subject offering to permt the user to select a form

of analysis for reviewng results. The display

includes a control 1001 that the user may select in

OO 1 SRS BTROA ol Gl PR 5440 fepcers

esult, a con
dejerrined i @ eriety of p@am ngtatements albeuiaelasticity'ehereinngytenst to lift

fabﬂa SreSkik &Bﬁeﬁtgﬁé’é‘tm' 1003 that the user may
t

ect In rder review profit and | oss information

[Obﬁ]at ' ngngQ 16 hfg?ﬁé’\!retl dat[a%ﬁ&] fgjr% rsﬁoﬂ‘ﬁla? 'd%taeﬂoﬁl‘ ity typlcal

di agram Showi ng a ay present acili

arERgeBeNt ﬁ%cwpqﬂmﬁs H%ﬁdaFO REovidet ﬁhﬁg‘aﬁuugef?‘ rtuﬁﬁ’@ftoﬁé"}/eb client

ccfn*’r’gﬁjtérl $yétehiRs 1 fietuedtnare QﬂwdEP ﬁ;sér'“@orﬁhbb]g@ﬁéraféf biRd isBRH pdGe view
1110 showi n

reflstln 51 i OB e SERt J00via A HatMTs Pt e (Bferet 120.

Tho¥B I eglidst typRaMd inkludid %ﬁaga nﬁievw frétfde%ts( andeother’ ?@Ubﬁ% i 0¥ Ovarious
contrlFutlon after @?P % peﬁt {oo&ftotal idi
YRGS KERTNG 1B utRgBYINg 1 B¥Prmafion f%’P@i“ ﬁ yURIES! (9fEHRY 137y Providing
mf@ﬂhﬁﬁogbbB?t ;ﬂSsdnSéd mlmamﬁethb eupgeafahd its disyributich3 Withial the web

has erefore. identi

t.h di I | _of
seffer ERh o dissi M iober B v et B IR et ¥ e tprmeuter
syﬁem loemgh be dﬁadpratandérBém&’@a\ﬁumha oéwpb cewdr teemritersiystems.

P derv B st o RO Y5 S Reh Befe B pect od | ovel
[Ogisljt ot %hlfeeV% § éfﬁ%fd H@%#Eg:r@%eg gﬁtlﬁggfﬂs bPkse environment

keting spen provi es addi t1 ona

dasmhﬂdnabavon thseuskitedeinotiei aml wilkeanpeaciate) teatethe tridityi Mgy be
lm‘ﬁ@ 'le@ltlh Qari lg%f%fh@ &n ﬂr‘f"@nts lr‘ilfluo‘?r%‘:@sﬁﬁlechﬁf)ﬁ&mc con&puter

B@ﬂ spen mar k spe nd
syat@m &s el \asarioyrcether wbﬂmgns pfe f131’5tf"\§r% JSé@taé gevices

coﬁﬁéctéd“insvah&)ée\}vaﬁf IRdrteh 'eﬂﬁo&ﬁf’eﬂ% a ‘%Qﬁé@ ofPdonSRAAS s@isns or

servi ces anti ci pat ed be incurred at this |evel
othgr qu%tcllm dgwwaag%gge%arpwﬁ of revqlycligat oM systems,
sudh ab Hobild AYdles HersBhakagita gssingitel telblisSiond ck@biaRgetspend

1154; and the marketing contri bution after cost 1155

[omqgect eﬂtbugé f2_t Bis bLo%k ei;agaém ol sﬂ:gné pemda Ct{nﬁ@d’&htsntyplcally
. order, to I ne the rofit urve an nt i

inQgrsinefi RaeastSon ey Hetontnue sy SR an PRy angsloh e the
fagilitglexedules. fhest icompiter sistathed andievices 200 obap inchaddk ene agmore

Ceg&ggﬁjg%eel_sﬂ Hnﬁé i‘?égg{%ﬂg #O?%%%%I?P%l P%pﬁ%@g%ﬁgannésé' a computer

méoadyed fob Stoaingl pr@amaraddmﬁatambﬂe itrebgteare theeingensidn a persistent

stdélv%sé?{i&léehﬁo%b "sﬁ‘é?%’s rﬁ%'f&l rﬁ%sn&t?ktéﬁét&ﬁn%ip F@gwgland data; a

comwdter-a@datﬂ@ medla ]:lmye 2@4 ANEh as a CD-ROM drive, for reading programs
7 0

ar L o0 L R A0 BL AR50 G OLAB SRk i s or

coameqtm@ u"teeccmnutmr dystent heotwmoewtaﬁfsﬂ%tﬁmﬁgsucsmt%the Internet.

Ep ?’kﬁﬁ‘pufté)rr ygtgﬁ%ecoﬁﬁ%géé HE%%@%B %6\:@ r%nrgaeaw sl stﬁbort

wness vat I on
the pperatirm ¢fdhe mlihetth@ﬁeﬁkﬂied\dvtiﬁtﬂrb\wﬂ @P@ﬁélaﬁq WEHF@HE‘C'US may
.1 .05 -.03 .04
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MediumO O 0 0 O Low-.02 -.03 -.02 .02 -.03 Table 1
The i ndustry newness col umm corresponds to control 701
shown in Figure 7. For exanple, if the top check box
in control 701 is checked, then the facility selects
widmogatpust nent factor .05 from the i ndustryPOPusm®ER085087
colum; if either of the mddle two boxes in contro
701 are checked, then the facility selects the
adjustnent factor O fromthe industry newness col um;
and if the bottom checkbox in control 701 is checked,

be¥ ip@%ni%gedlf %E]@S%év}/cé %\‘ %ﬁ'foﬁs %@s %ﬂh l&éﬁﬂéﬁf&ofx?%‘m? havm8 %anous

Fy " newness
com@oR&ts.ng i nnovation col um corresponds to control 704
shown in Figure 7, the new information colum
[0Q4 r es figwers X i eotableoﬂrasm shwing isampleg gertedts efna by of

hléf&{cléﬁhaﬁg é.)ee iy e T e §BfahFIRA8 fjn%dle thﬁ @Hﬂ% 3813 a8 BRIBs 310,

gure verti'sing quali
32eoamcb Hoeash correspandiag 19 saief %mrmmistwcpiu parkating, efforts

eakh slﬁamg stsuﬁﬁar doRexB UBaeh ehfi? cBRGIns! HASmBEr bheorﬁéhlafembute
selected in the two graphs relative to the

vajugs ttbat el &ra? @y theg hi eq@l Grasisting seffeg%&ov%sp&a@'es ﬁ? e gntry,

indlidify vAIRd foMa fw bﬂiﬂ'ubteé’tﬁlbut@fsﬂd\éeédghﬁtbﬂQc&\éadttrlbute 312, an
00 O The facility then uses the ag‘{eust ed t

3 g g Wﬁ&ééta’b?’@§f'?’!ﬁet39°‘ie@ det BERFa9E 41 ?%@%Pnda

més@a@é p@mkﬁwr@gs bgéd@emat MhCBnthhmrmxld&umr@r Wdlids for the
cur S IS ISC

|
folina, satishral mespive Tor GopdacEl Marelifs Ao nipeRSigiig to the
enfdy:asg of theyoutcome Y12, 2269 587 0d® 0 oiddrhk KRN RBIAEH Sadd@ 353, log of

external 354, log of relative price 355, and log of relative disfribution 356. Each entry
further contains logs of advertising efficiency values for each of a number of categories,
including TV 361, print 362, radio 363, outdoor 364, Internet search 365, Internet query
366, Hispanic 367, direct 368, events 369, sponsorship 370, and other 371.

[0041] Figure 4 is a display diagram showing a sign-in page used by the facility to
limit access to the facility to authorized users. A user enters his or her email address
into field 401, his or her password into field 402, and selects a signing control 403. If
the user has trouble signing in in this manner, the user selects control 411. If the user
does not yet have an account, the user selects control 421 in order to create a new

account.

[0042] Figure 5 is a flow diagram showing a page display generated by the facility
in a view/edit mode. The display lists a number of scenarios 501-506, each
corresponding to an existing offering prescription generated for the user, or generated
for an organization with which the user is associated. For each scenario, the display
includes the name of the scenario 511, a description of the scenario 512, a date 513 on
which the scenario was created, and a status of the scenario. The user may select any
of the scenarios, such as by selecting its name, or its status, to obtain more information
about the scenario. The dispiay élso includes a tab area 550 that the user may use in
order to navigate different modes of the facility. In addition to tab 552 for the present
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Table 2 The user may edit this budget if desired to
see the effect on distribution information shown

bel ow. The display al so includes controls 1202 and

1203 that the user may use to identify special issues
webk@bioTogeot o t he prescription of the marketi rRgTRISRPSNES087
The display further includes a table 1210 show ng
various information for each of a nunmber of marketing
activities. Each row 1211-1222 identifies a different
marketing activity. Each rowis further divided into

w%\g)%gft %d&‘é\"?r@g{aﬁ ‘%‘1rxJ=F-]‘{T]a?11§tud@#J LrEH 558 %,cg %Fé%@@ m’élﬂé °§ 4 853 for a

erce [flocati on
cemnpase modem ta@ 566 derce $&$dtmﬁﬂ§$ andia tam@é fo'a@ﬁ?'aﬁe 'mode. The user

égl ée?&?&hyp& tﬁ&eﬁ%@ﬂ\’l%‘dérﬁb AdH0xE WNsordBdndiryYHodto! | ar

rence I n thousands between current and ideal. For

oexsarrpl eagéré.@re-g %Ho&zéiéplayst pﬁe@@nt@@ eee tdedty fherder to solicit
facil é S rescrl reduction in_allocatio

nfgrANor Sk e, SARGeRt ARG T T3} 4ol Trarkeing, pigget and it
divhibgionvere ltsl bb réél.ﬁBéd @j’ﬂ tm:.r faﬁﬂltyadMQLﬁrtelES‘sﬁtgvsf @Tntrblae‘or entering

ch woul
azqqsn?orgg@é’p@v@qqak est Wé:rrsptome@ue ﬂ Lﬁg{gg guaﬂ marketing
spRdting 1802 aédtue@ateu Qiowth rate iferithemektaiehiniy the indidstBSasa whblerso3,

t i deal . all t
OB PR PIeBe B PPN S St 04, el aLhed Sy hRbeed
asa pbrshtage of dullar 608r The dipmiayt futtber indldede mvee:mnﬂrml 6638 drat the

o BB BB AR 58 b S0 frteSh o
condiogs cantrobad thaisthd RSET, ma;mnact nuiddrad Praceedto the dext display for
enttgrgngrtﬁggéﬁteﬁgg t?.ltgbﬂge bar graphs for the TV, radio,

ng ACtivities. In section 1250 for

{0 E@ren : Kot g a r%é{%af&%%@ﬁt@é gp%e lfgé%ft@rsoﬁéaea%nspute

ercentage a tion to nafional
vaiugs fomise @ubje@trqffepm cleincluges aontisisder BRuEiRg valurseforihe fliowing
001'1?3% aﬁl‘?ﬂutésh ﬁxdhﬁ*@aﬁevﬂ\%@@ o0 aaska Amatd 2o, cRakit héWddss 703,
V, and bar for the i'deal percentage allocation
arfddfiar&amgenwaﬂ%@%t her report sections are sinil ar
0052] Figures. 13-18 describe the proc h -
1OPER] |1 (J0RTe o ot TN SR, PRSPPI P AR RSO st

atfribgle @aldes. Elr@urcﬁmﬂralsltﬁatatharmemydusagroamtemmb values for the

escrlb ectin addl iona offerl attr

oo FRPE PP GRT RS P! MBEUR ARG BRUPA: i gmpany
paafiidh tin BB aharkdt BOR ndrket shtier S0 aMpnnmgomnamgy@Mf romthe

user using a user interface that is simlar in design
[0046]t hatFiguneenisi a fémtioan radsplfy- Breséitediby the fadilbydn arden it exolicit

t u 0

o R 50l S ol 55 ypeld Bk e

cuatopray cegreenti detgilavil bb Muqlgdt Abe desplavaiturﬂ@n coftaing charts 910 and
{

S MRS S0 340 Sl S EaRT ey e
useeds wmglteaneeuaiberspe@fd Ydigasdfon phe qonélst@a%én'é)fclaﬂty of branding
m stabing lé'h@i)o@ﬁ% Lforfs! t%“(ﬁ@ 2%@'383@&[5@'@&@%? b édr%%ﬁ:t bffdring.

In s a
|ﬂd¥@jﬁ@ﬁ$%hhﬁﬁ Y. that légﬁebﬁe’ﬁﬁﬁ @eeunglﬁgc%a the grid mcluded in the chart
0 f Gridad gt drRn ciafityt dtRibutes.
Cﬂﬁ%gﬁﬁg’ r{&\s;ap gﬁhﬁ %itugss%;hﬂg\%/\”m%ﬁ]cﬁ gurr{e&?14 For v
exanpl e, Figure 15 indicates that, for subject
of ferings assigned a high cognition score and medi um
affects score should be assigned marketing resources
in the follow ng percentages; TV 44% print magazi nes
12% print newspapers 0% ra%llo 5% outdoor 0%
internet search 10% internet ad words 5% direct
mar keti ng 12% sponsorships/events 7% PR/ other 5%
and street 0% Each of these nine groups of
all ocations is based on the relative activity
el asticities, |ike those shown in Figure 3, grouped by
the cognition and affect scores indicated for the



[ 0061] Fi gures 20-49 show one or nore sanple

i npl ementations of the facility, discussed bel ow.

[ 0062] Conmpass Purpose & Scope [0063] Conpass i s an

onl i ne based application that allows Marketing
wexmowudwes to assess what their ideal MarkePCnys2008/085087
Communi cati ons budget, spend and nedia allocation is

as conpared to their current spend. The narketing

pr of essi onal can see how nuch they woul d have to spend
to optimze both their gross proflt or to grow their

S5 BT R e 8 ARG 8 e spprmge v o
tha parseasigmesharaliikability ekmememenyiﬁmbertlemgal re about

their business, brand, products and custoners. Based
[0847]t he Figusenel(s is tae dispiay disprsim eshowDgnpatesuthi navigehien display

|
p %ﬁe%?é;ﬂwl a&@ Ltj)} dgﬁ’e? coF@%g% gﬁ%g%np | Ca'ttrlfeo%%{,en%f&féﬁhg% permit
the aisgletoeselent Eb&rm ofi anpllysiscorperigwing sesiittan df hegdisRlgy includes a
cof &l §001DEF1I? e E&rq'ﬂaJ B&lettYiRCor@ér f%CFteéW m%h@f shé&re information

@urc ased, elt ﬂ&: %very on' " Consuner
relalings it e FpSUlt, Becqmtrel & he, user, iy q;e(%% i order to review

spEQ@ﬁ@M idféTﬁiaﬁJarY relétthg &R ARSIt R A eaﬁtrdpﬂot% kHat frRVEser may
ort SO hat a CUSt omer can eit

seieﬁf egmréo fer‘{@“f RipftEng lessinformatipn relating de %r?‘ﬂ‘ﬁter face
e custoner. hosts, or they can inte .
obdHlc | %@t{ﬁ Tt dsniptdnghmarg S et e%ggascmty to
coBia®y theabptmmal tbﬁoﬁﬁrke{tuﬁ@a&hg?anmasmeBte;e:ziqesa Befeasined for the
0069] 1. Cogpass _nust have AP t . all

SUREL RGP PR Tcdan g srang: 1R Bt Mo B repdhug wit
re$geet (Eﬁ)momSmMeﬂihgebdddehn@tl "oradating . sfed070) 2OMasd prafite (i.e.,

m ni.strati | o r
e R0 bheatr D bRl i AL Bkl 58, e
fadiitp ia§ Bleifiedgomt 131t as thegieak ngtmmoﬁte:ueredgéo and has therefore
|dér1@i¥"&[) FRt éo?r%sé&?\% ng (Iéve? N ﬁ{aﬁ%ﬂh@%;?eﬂdt 51@(}’ dsrieé‘ Shfivtaltnf@Reting
8pp0®72|]h¢ I&nm,soisaomhgmh@hewe ti@ﬁ)em@tﬂﬁabvej qfrnr@frtftaéfewould be

] L0121 dHBGs ithe fed
pr&&%@gﬁttﬁgwg&nﬁ&@%% th Rt bi bdintt P1287nBEs ithe expecte
tevel of fotal revenue that would be expected at this marketing spend. Table 1150
provides additional information about the optimai marketing spend and its calculation,
The table shows, for each of current marketing spend 1161, ideal marketing spend
1162, and delta between these two 1163: revenue 1151 projected for this level of
marketing spend; costs of goods and services 1152 anticipated to be incurred at this
level of marketing spend; gross margin 1153 to be procured at this level of marketing
spend; the marketing spend 1154; and the marketing contribution after cost 1155

expected at this level of marketing spend.

[0049] In order to define the profit curve and identify the totai marketing budget
level at which it reaches its peak, the facility first determines a total marketing budget
elasticity appropriaie for the subject offering. This elasticity value falls in a range
between .01 and .30, and is overridden to remain within this range. The facility
calculates the elasticity by adjusting an initial elasticity value, such as .10 or .11, in
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whi ch may be applied to results math or used for
conparison to Conpass recomended spend and nedi a

al | ocati ons.
[0076] 1. 1. Regi stration and Logi n:

Interfac

e:

[0074] [0075] 1. Description of User
Users

wogeosooreor act with the provider and be manuatdTyus2008/085087

allowed to register. A user's enail address will be
"accepted only when valid contact is in place. Min
account user can add accounts on their own. Wen
account is created, the new account email will be
agc%lrdéﬁ%é %ﬂa‘é{' rubhoeP 8t él:ljl.%%é’l’lt f§ct3rﬁ eaEmﬁéd %§§amdﬁlar attribute value
gl stered user can
fc[r @wst]bleck off@ringo ndarmplg @aIUﬁs fneltfmﬁ@dpiagee Actlrs grepshewndeelow

4in Figure 21 when a user logs in.
[0078]1 3. Dashboard: The user can navigate fromthe

we' Come pg R EI\?\APnown Maarketur © CA vertising
[0079] 1. Ay %@% e vgigg[c PmdHes Srghai re a0ah &
USTT mus CUITPIT CL 1T Uruct uuvu gyttt ICLUIIIICIIUCU neurd
Highl acat jons #8d b dget s frarn Cnrrﬂ%@@ The-03 04
Meadiest i onnai re i s di vidéd intjo foldr seqtiond: Questi dhs
L&pout th!e Usgps cgnpanyg cystongps, produgis of  _o3
SErvites and therr medra—an advertisi y. —Each—sectTon

must be conpleted in ordefghgr 19enerate correct
all ocations. [0080]1.4.1. Wzard Math Cal cul ati ons:

T TRl pesn&isasdlitn hesspoRdsled ebmttal 70t hehodptinriagure 7. For

e 81180 edonR caHieL 107os SPecidh e R il peects the

adjgdteenisfaanr L0 fromotng litdustry Ihestaadsaibrhm i€ eitheer W tivé tritddle two

obBE Y BorttLl e Uhptsds 1R I Bt QeleRitht Susimept fagter p from

the 0ldusfrp 0@@hdssdcdlurdn; sanié tquaulaﬁtoh"odmchlamemedoas'bli Tt is ebecked,
thén?h%{%%ﬁg s%réscgs{ m t ﬁ% %ﬁﬁ%c%raséé 1% tl?esln%[lgn)%v{rijegé cglgmn

Slahlamt, ithest mrmung/ahqwoaneluamszognmflds to ccrré'oswﬁmndnan Figure

ﬁgﬂ[ewtirl;@}m%aﬁ c‘a%oﬁﬁwt éo‘?n%ﬁ (8{?5 i?%gﬁpoé 8?@@@&/&1%@ tre 8 and the

mFKgbshane cmamgectorresnvcgm éo zgntgﬁu@ﬁé showaireFigiretheT @dvewtlsmg

quaRty SRIGT éd?&s{)&%sttbf Qﬁarf&fmtO% U@%rshﬁwﬁ Gﬁé 9. ARBakicSar, the
prrmary mar ke sone enb I ment s nmpass
supt of 8%: Pasitiops &Y e eslls soleptpd dn mfema@aemﬁ)w)(ﬁﬂ% trthgupwer left-

hahd- cém&noft Bich Big EBQE‘ Us8d @b | ff@Rhine?a Pfigh, URediha oA fovt el of
acg/g(3§@g shown in Figure 24 is triggered. The user may

94AHY-pop- up by clicking the "x"
{0%85] é‘ﬁhgc%aca'wetr\% te'a?tﬂe ad;Js¥<§d to(t)gl n%gfckep r?gs?)udg%? elasticity to
determine the level of total marketing budget at which the maximum profit occurs, as is

discussed in detail below in Table 2.

Definitions:
Sales=8
Base = g
Marketing Spend =M
Elasticity = a
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busi ness they are in. [0086]1.4.2.1.1.1.Industries

list available: <User may sel ect one choice by

clicking the industry to highlight it.> [0087] DCC

Deno (tenporary industry for purposed of Googl e denp)
wWooBs)7oRet ai | (G ocery) [0089] Packaged GoodsT[UBQ0DYP85087
Aut onoti ve [0091] eCommerce/ Online Retail [0092]

Fi nanci al services [0093] Financial Services - Retai

WD 2009/ 070790PCT/ US2008/ 085087 [ 0094] Entertai nment

[ 0095] Consuner Technology [0096] Busi ness Technol ogy

FAaao—1 —A-A-6-03

[0097] a arg—Cersure [0099]

CGover nrrer%?g/ H??‘?‘g}wf@ﬁ%} ?el econmuni cat i ons LOOlOl

I\Ion profi?rpft[%)Bﬂb,@]a frastionps SaCeMj @m@’@pq !me@lamoq belgwth
pe of business will draw froma tab

eI aEWflqm#rts@ egHatignaclating pales oddarksting. (a'ma@damt% Wf"r%?t

documentsppiicagt i cities for each is
Equation (1): §=g*M“
Equation relating Sales to Profits (C will be known); the facility substitutes for

Sales in equation (1) above and sets the program to maximize profits for a given

alpha and beta:

Equation (2): P=[S*(1-C)-M |

(P+M)=S

(i-0)

Solve Equation (2) for Sales:

P+ M
Substitute for S in Fundamental Equation: (P+M) =P*M*°

(1-C)
Solve for P as a function of M, C, alpha and beta to obtain P as a function of M:

P=[psM**(1-C)]-M
Take derivatives: gg—:([(l ~C) fa [+ M=")-1
aM

Set to zero to give local inflection point: 1= [(1 -C) ﬁa] * jge!

Solve for M: M:[ m }m

Check sign of second derivative (to see that it is a max not a min):

[(1-C)pafa-1)]sM"? <0 ?

Table 2

[6051] Figure 12 is a display presented by the facility to show spending mix
information. The display includes an overall budget 1201 prescribed by the facility.
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avai | abl ei nAppendi xB. Docunent i nnamedAppendi xB-

Mast er Medi aEl asticityTabl e _dcc_nmh_v4 nov24. xl s.

[00104] 1.4.2.1.2. Question 2: Who do you primrily

sell to? [00105] 1.4.2.1.2.1. User may select from

wio e@downge [ 00106] 1.1.1.1..1..1. Consuners [f@Q%3Z§os/0ss5087
1.1.1.1..1..2. Businesses [00108] 1.1.1.1..1..3. Both
[00109] 1.4.2.1.2.2. Default: Consuners [00110]
1.4.2.1.2.3. Elasticities: 1.2, 0.8, 1.0

The user may edit this budget if desired to see the effect on distribution information
shown beilow. The display also includes controls 1202 and 1203 that the user may use
to identify special issues relating to the prescription of the marketing budget. The
display further includes a table 1210 showing various information for each of a number
of marketing activities. Each row 1211-1222 identifies a different marketing activity.
Each row is further divided into the following columns: current percentage allocation
1204, ideal percentage allocation 1205, dollar allocation to brand in thousands 1208,
dollar allocation to product in thousands 1207, and dollar difference in thousands
between current and ideal. For example, from row 1214, it can be seen that the facility
is prescribing a reduction in allocation for print advertising from 15% to 10%, $3.3
million of which would be spent on print advertising for the brand and $2.2 million of
which would be spent on print advertising for the product, and that the current
allocation to print marketing is $1.85 million greater than the ideal allocation. The
display further includes a section 1230 that the user may use to customize a bar chart
report to include or exclude any of the budget and marketing activities. It can be seen
that the user has selected check boxes 1231-1233, causing sections 1250, 1260, and
1270 to be added to the report containing bar graphs for the TV, radio, and print
marketing activities. In section 1250 for the TV marketing activity contains bar 1252 for
the current percentage allocation to national TV, bar 1253 for the current percentage
allocation to cable TV, bar 1257 for the ideal percentage allocation to national TV, and
bar 1258 for the ideal percentage allocation for cable TV. The other report sections are

similar.

[0052] Figures 13-18 describe the process by which the facility determines the
activity distribution shown in Figure 12. Figure 13 is a process diagram that describes
collecting additional offering attribute information from the user. In some embodiments,
this additional attribute information is obtained from the user using a user interface that
is similar in design to that shown in Figures 6-9. Figure 13 shows a number of
attributes 1300 for which values are solicited from the user for the subject offering.

[0053] Figure 14 is a process diagram showing the derivation of three derived

measures for the subject offering: cognition, affect, and experience. The values for



[00111] 1.4.2.1.2.4. The answer to this question wl|
determ ne which "Target Marker questions are asked on
Slide 4. [00112]1.4.2.1.3. Next slide pronpt

(Continue): User may select the Continue button or

VO R@ROWA0t he nane of the next slide in the LRTIYUS2008/085087
Navi gation. [00113]1.4.2.2. Revenue & Spending: Figure
25 shows a page of the wizard for entering the type of
the user's conmpany, and its primary market.
[00114]1.4.2.2.1. Question 3: In the last 12 nonths,

theb@lieVaea mediires kedved bt ipoh tHe valdb Jf. altriblates sowdi in Figure
{“BI%M [ Et nurrbe{ and ‘et%/(?féﬁentl re nunber to enter.
L Zt'feﬁg y ipepisor tpr epupiget ¢figARS: $1- 9, 999, 999, 999
117]1.4.2.2.1. 3 Default value is $10 00_ ... .
100881761 ot 355 3 1B SRR sHOWIDS eiHE oL MOiKelhg actpy plogations.
eadhabr pdiffent caebindtion @f thertenee tigevétbatiribyies shgemin Kigure 14. For
Var ? 10011911 4.2 2.2 1. UseL r nter r .
AR gia Tt s ok BT SRy B oGl eore
a0l aflecds Bcdle Zhblsldrbemassigneti enarketingurebeurcdsy insthedoilayving
o, 19 s STk, T8 noggpers o s 55 outdoor
0%heintegnat Isearchel 10%, pémteret age boxds 5%, direct marketing 12%,
sponsorships/events 7%, PR/other 5%, and street 0%. Each of these nine groups of
allocations is based on the relative activity elasticities, like those shown in Figure 3,
grouped by the cognition and affect scores indicated for the groups of historical
marketing efforts contained in the library.

[0055] Figure 16 is a process diagram showing how the initial allocation specified
by the table in Figure 15 should be adjusted for a number of special conditions 1600.

[0056] Figure 17 is a process diagram showing how the facility determines doliar
amount for spending on each marketing activity. The process 1700 takes the size of
target audience specified by the user and divides by affective percentage of target to
obtain a purchased reach — that is, the number of users to whom marketing messages
will be presented. This number is multiplied by the adjusted allocation percentage to
obtain a frequency per customer which is then multiplied by a number of purchase
cycles per year and cost per impression to obtain estimated spending for each activity.

[0057] Figure 18 is a process diagram showing the final adjustment to the results
shown in Figure 17. Process 1800 specifies scaling the target audience up or down to
match the total marketing budget determined by the facility for the subject offering.

[0058] Figure 19 is a display diagram showing a display presented by the facility to
portray resource allocation prescriptions made by the facility with respect to a number
of related subject offerings, such as the same product packaged in three different
forms. The display includes a chart 1910 that graphically depicts each of the related
subject offerings, pack A, pack B, and pack C, each with a circle. The position of the
center of the circle indicates the current and ideal total marketing budget allocated to
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[00122]1.4.2.2.2.4. Al 3 inputs are linked and all

nmove when one is noved. [00123]1.4.2.2.2.5.Value range
is 1-100%[00124]1.4.2.2.2.6.Notification: textbox
outline will turn red if user selects over 20%
WOIREH1904. 2. 2. 2. 7. Defaul t val ue 1%1, 000  PCT/US2008/085087
[00126]1.4.2.2.3. Question 5: What is your gross

mar gi n? [00127]1.4.2.2.3.1. User may enter percentage

by highlighting nunber and typing in new nunber.
[00128]1.4.2.2.3.2.User ny select percentage by

the | dfdii s&!h' ﬂ'ﬁf abh QrIbef disthfcd b tdirection from a 45° line 1920
in(%00129 3.Notification: textbox outline wl]l

icRtes rvg@tl']ep' mgrgptlrgepmgbélpw @g%ncreased or decreased for the

offcAiRd 3Rk l>¥4103v mudh.4 FoE BRathple VR Uget tﬁ&%he \éﬂzle 1911 for pack A s
2009/ 070790PCT/ US2008/ 085087 [100131

BLOYS B0, RB (IS GErae Aamiine tResatetu ot BIASkAING (SpSnSIng ehpid be

m&w&ste@rfomacﬁw Crurihr, HediBReRr eﬁd/bh@rea @xéaa{kwé@ reflectdi@ie total
Mar ket

015G HbEbE (BABE careBtng subEot Wi BH PR e P e tota
marketingaraaalyspecifed ke the fhOR) 36| tAatbff2ridy i&.adopted erThi @@I’éy also
in%cgegfﬁ:lseftﬁal‘g}ﬁ congalm ou Cal#rgrraeFm sIYov\ﬁrgg}/ renratr%% %h¥RYand volume,
both current and ideal, for each related subject offering. The display also includes a
section 1940 showing information similar to that shown in Section 1150 of Figure 11.

[0059]
[0060] Sample impiementation:
[0061] Figures 20-49 show one or more sample implementations of the facility,

discussed below.
[0062] Compass Purpose & Scope

[0063] Compass is an online based application that allows Marketing Executives
to assess what their ideal Marketing Communications budget, spend and media
allocation is as compared to their current spend. The marketing professional can see
how much they would have to spend to optimize both their gross profit or to grow their

business.

[0064] In order to generate the recommendations, the Compass application
requires that a user go through an extensive questionnaire about their business, brand,
products and customers. Based on the answers the user supplies, Compass will then
recommend the ideal way the user should be spending their media budget.

[0065] The application will be targeted at both single company users and agency
users. Depending on the type of account that is purchased, either an "Agency version”
or “Consumer version” will be presented when a user logs in.

[0066] Ultimately, the Compass application will have full API support so that a
customer can either integrate the functionality into a custom interface that the customer
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1.4.2.3.1.1. User may select nultiple |ocations by
checki ng boxes: [00135] 1.1.1.1....1. US: East Coast
[00136] 1.1.1.1....2. US: Mdwest [00137]

1.1.1.1....3. US: West [00138] 1.1.1.1....4. Canada
wWoMLSej79b. 1. 1. 1. ...5. Europe [00140] 1.1.1. PCT/USB008/085087
Asia-Pacific [00141] 1.1.1.1....7. Latin/South Anerica

hosts, or they can integrate existing products and relevant data into the Compass

application.
[0067]
[0068] Compass Business Rules

[0069] 1. Compass must have API that allows a user to build a custom front-
end that can access and utilize the Compass back-end functionality.

[0070] 2. Must have an administrative shell that allows an admin user to

create sub-accounts with defined permission levels.

[0071] 3. Compass must retaining and feverage information that is entered
into it, by industry type and by user type (or by any other category)
[0072] 4, Compass must have a co-brandable interface
[0073] 5. Compass must have the ability to bring in relevant third party data,

which may be applied to results math or used for comparison to Compass

recommended spend and media allocations.

[0074]
[0075] 1. Description of User Interface:
[0076] 1.1 Registration and Login: Users must contract with the provider and

be manually allowed to register. A user's email address will be “accepted” only when
valid contact is in place. Main account user can add accounts on their own. When
account is created, the new account email will be delivered with login details for that

user. A registered user can login as shown in Figure 20.

[0077] 1.2. Welcome Page: A welcome page is displayed as shown in Figure

21 when a user logs in.

[0078] 1.3. Dashboard: The user can navigate from the welcome page to a

dashboard as shown in Figure 22.

[0079] 1.4. Wizard: The wizard is a questionnaire that a user must complete
in order do get recommended media allocations and budgets from Compass. The
questionnaire is divided into four sections: Questions about the user's company,
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[00142] 1.1.1.1....8. Africa/Mddle East [00143]
1.4.2.3.2. Question 7: How fast do you expect your
category to grow next year? (Enter a % anount between
-100% and +100% [00144] 1.4.2.3.2.1. Enter percentage
Vo 2080/b70799 t ext box [00145] 1.4.2.3.2.2. Val RETHAYE/I85087
-100-100% [ 00146] 1.4.2.3.2.3. Textbox val ue range:
-100% 00% [ 00147] 1.4.2.3.2.4. Default value: 0.00%
[00148] 1.4.2.3.3. Question 8: Do you know your

approxi mate current market

customers, products or services and their media and advertising. Each section must be

completed in order to generate correct allocations.

[0080] 1.4.1. Wizard Math Calculations: Wizard uses elasticities to determine
the optimal spend amounts for that user. It multiplies elasticities based on the type of
answers the user selects as they complete the Wizard to come up with the value that

will be applied to results recommendations.
[0081] 1.4.1.1. Starting base value is .05.

[0082] 1.4.1.2. Some questions have elasticities. The questions that do have
elasticities are multiplied by the base value. The number is multiplied by the new
elasticity as values are assigned, in the sequential order that the questions are asked.

[0083] 1.4.2. Section 1: Your Company

[0084] 1.4.2.1. Your Company Type and Target: Figure 23 shows a page of the
wizard for entering the type of the user's company, and its primary market. In some
embodiments, a Why Compass button: displayed on every slide, as shown in Figure
23. When this button is clicked, a pop-up such as the pop-up shown in Figure 24 is

o n

triggered. The user may close this pop-up by clicking the *x

[0085] 1.4.2.1.1, Question 1: Type of Business: User must select the type of

business they are in.

[0086] 1.4.2.1.1.1. Industries list available: <User may select one choice by

clicking the industry to highlight it.>

[0087] « DCC Demo (temporary industry for purposed of Google demo)
[0088] * Retail (Grocery)

[0089] » Packaged Goods

[0090] « Automotive

[0091] » eCommerce/Online Retail

[0092] * Financial services

[0093] * Financial Services - Retail



shar e? [00149] 1.4.2.3.3.1. User nmay enter
percentage into textbox [00150] 1.4.2.3.3.2. Value
range: 0-100% [00151]1.4.2.3.3.3.Checkbox: If user
does not know, they may select the "I don't know
vomewkboxee This will grey out the percent age PEMtUSH008/085087
form [00152]1.4.2.3.3.4. Default value: 5%
[00153]1.4.2.3.3. 5. Elasticities: 1.2, 1, 0.8
[00154]1.4.2.3.4. Question 9: How established is your
product or services category wthin your industry?

155] 1. User may sel ect one value from
[05%9 dr op té't%"'ﬁ%'ﬁlsﬁ] 1.1.1.1....1. -Select one-

[059@157] Consumer Technology
[0096] * Business Technology
[0097] » Healthcare

[0098] » Travel and Leisure
[0099] + Government/Military
[00100] - Telecommunications
[00101]  * Non-profit

[001062] * Real Estate

{00103] 142112 Each type of business will draw from a table of media
elasticities unique to that industry. The table that documents elasticities for each is
available in Appendix B. Document in named AppendixB-
MasterMediaElasticityTable_dce_mh_v4_nov24 .xls.

[00104] 14212 Question 2: Who do you primarily sell to?

[00105] 1.4.2.1.21. User may select from dropdown:

[50106] 1.1.1.1..1..1. Consumers

[00107] 1.1.1.1..1..2. Businesses

[00108] 1.1.1.1.1.3. Both

[00109] 142122  Default: Consumers

[00110] 1.4.2.1.23. Elasticities: 1.2, 0.8, 1.0

[00111] 1421.24  The answer fo this question will determine which *Target

Market” questions are asked on Slide 4.

[00112] 1.4.21.3 Next slide prompt (Continue): User may select the Continue
button or click on the name of the next slide in the Left Navigation. .

[00113] 1.4.2.2. Revenue & Spending: Figure 25 shows a page of the wizard for
entering the type of the user's company, and its primary market.
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1.1.1.1....2. Well established (10 years or nore)
[00158] 1.1.1.1....3. Recently established (3-9 years)
[00159] 1.1.1.1....4. Very new (less than 3 years)

[ 00160] 1.4.2342. Elasticities: 0.8, 1.0, 1.5
WEMHAP79D. 4. 2. 3. 5. Next slide pronpt (Conti raejusdos/essos?

may sel ect the Continue button or click on the nane
of the next slide in the Left Navigation.

[00162] 1.4.3. Section 2: Your Customners

[00163] 1.4.3.1. Target Market Figure 27 shows a page

h d f
[0? e 1‘{&.5. I °r Aﬁé 29&-%%%‘1@11&[th%g%3 Yre%enue?
Obﬁwe oif.4.§.9!"l. ”Er@sef‘?&‘tll}ég% gﬁﬁiﬁ.ﬁfgflﬁﬁéwanﬁrr@%ét&ti% number to

services to? [00165
enter.

[00116] 1.4221.2. Valuerange: $1-9,999,999,999
[00117] 1.4.22.13. Default value is $100,000

[00118] 14222 Question 4: In these same 12 months, what percentage of
your revenue have you spent on MarCom?

[00119] 1.4.2.2.2.1. User may enter a percentage by highlighting number and

typing in new number

[00120] 1.42222  User may select a number by sliding the "slider” from left to
right
[00121] 142223, User my enter a dollar amount in the text box below

percentage box.
[00122] 1.4.2.2.2.4. Al 3inputs are linked and all move when one is moved.
[00123] 1.4.22.25. Valuerangeis 1-100%

[00124] 1.4.2.2.26. Notification: textbox outline will turn red if user selects over
20%.

[00125] 142227  Default value 1%/$1,000
[00126] 1.4.2.2.3. Question 5: What is your gross margin?

[00127] 1.4.2.2.3.1. User may enter percentage by highlighting number and
typing in new number.

[00128] 1.4.22.32. User my select percentage by sliding “slider” from left to
right.

[00129] 1.4.2.2.3.3. Notification: textbox outline will turn red if user selects below
35%.

[00130] 1.4.2.2.3.4. Defaulivalue: 50%
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User may sel ect one from dropdown: [00166]
1.1.1.1.1....1. -select one- [00167] 1.1.1.1.1....2.
Adults 18-49 [00168] 1.1.1.1.1....3. Teens 12-17
[00169] 1.1.1.1.1....4. Kids 3-11 [00170]

WO 2009007%. . .. 5. Adults 50+ PCT/US2008/085087
[00171]1.4.3.1.1.2. Conditional display: This question
is only displayed if user selected that ‘they market to
Consuners or Both on Slide 1.

[00172]1.4.3.1.2. Question 11: What size businesses do

: Lces. ta? .
CBEITER 294" PRI e NIRRT, U oy s e onine
byteo 17 glick on. the name ofithe Sekietide ipribe Left Navigation.

[00132] 1.4.2.3. Your Market: Figure 26 shows a page of the wizard for entering
details of the company's market.

[00133] 1.4.23.1. Question 6: Where do you currently advertise your product
or services?

[00134] 1.4.2.3.1.1. User may select multiple locations by checking boxes:
[00135] 1.1.1.1....1.  US: East Coast

[00136] 1.1.1.1..2. US: Midwest

[00137] 1.1.1.1..3. US: West

[00138] 1.1.1.1...4. Carnada

[00139] 1.1.1.1...56.  Europe

[00140] 1.111..6. Asia-Pacific

[00141] 1.1.1.1..7. Latin/South America

[00142] 1.1.1.1...8.  Africa/Middle East

[00143] 1.4.23.2 Question 7: How fast do you expect your category to grow
next year? (Enter a % amount between -100% and +100%)

[00144] 1.4.2.3.21.  Enter percentage growth in text box
[00145] 1.4.2.3.22. Value range: -100-100%

[00146] 1.42323. Textbox value range: -100%-100%
[00147] 1.4.2.3.24. Default value: 0.00%

[00148] 1.4.2.3.3. Question 8: Do you know your approximate current market

share?
[00149) 142331, User may enter percentage into textbox

[00150] 1.4.2.3.3.2. Value range: 0-100%.
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[00175]1.1.1.1....2. Smal | Business
[00176]1.1.1.1....3.Large Business -
[00177]1.4.3.1.2.2. Conditional display: This question
is only displayed if user selected that they market to
Bosimmawes or Both on Slide 1. [00178] 1. 4. 3. HC13U43@081085087
slide pronmpt (Continue): User may sel ect the Continue
button or click on the nane of the next slide in the
Left Navigation. [00179]1.4.3.2. Product Research:
Figure 28 shows a page of the wizard for entering

f co «
[%8 19 3 %Q; @ lID)g an g&u% ﬁg{o% ﬂ'%eg ay seleat the |
demt k phﬁtﬂsbmﬂ hisrwill grevmktatha pd@ent@gemntndomr C hase your

@éoduct or_services? l%00181 1.4.3.2.1.1. User may
[Q046 &t i'/&lzlﬁe314r oanflau @'U?' 482] 1.4.3.2.1.2. Value
‘a | ot" [00183] 1.4.3.2.1.3.

range: r
W@ﬂﬁ%ﬂ ct 1412%351 2'5'96“@'88 160184 1.4.3.2.2. Question
[(JJO;f'54]Fr 05‘74%.3%‘.“ onBues%grq S’9[:) G ctw{( Ve%fabps%ed is rg%ur product or services

category within your industry?

[00155] 1.42.3.4.1. User may select one value from the dropdown:
[00156] 1.1.1.1....1.  -Select one-

[00157] 1.1.1.1....2. Well established (10 years or more)

[00158] 1.1.1.1....3.  Recently established (3-9 years)

[00159] 11.141..4.  Very new (less than 3 years)

[00160] 1.4.2.342.  Elasticities: 0.8, 1.0, 1.5

[00161] 1.4.2.3.5. Next slide prompt (Continue). User may select the Continue
button or click on the name of the next slide in the Left Navigation.

[00162] 1.4.3. Section 2: Your Customers

[00163] 1.4.3.1. Target Market: Figure 27 shows a page of the wizard for entering
details of the company's target market.

[00164] 1.4.3.1.1. Question 10: What age range of consumers do you market

your products or services to?
[00165} 1.4.3.1.1.1.  User may select one from dropdown:;

[00166] 1.1.1.1.1....1. -select one-

[00167] 1.1.1.1.1...2. Aduits 18-49
[o0168} 1.1.1.1.1....3. Teens 12-17
[00169] 1.1.1.1.1..4. Kids 3-11

[00170] 1.1.1.1.1...5. Adults 50+
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are the products or services that you are offering?
[00186]1.4.3.2.2.1. User may sel ect value fromslider
[00186] 1. 4. 3.2.2.2.Value range: "Very Sinple",

"Sinmpl e, "Conplex", "Very Conplete"

WwOQd8djokend. 3. 2. 3. Next slide pronpt (Conti nuejcTniers/ 085087
may sel ect the Continue button or click on the nane of
the next slide in the Left Navigation. [00188]

[00189] 1. 4.3.3. Custoner buying habits: Figure 29

shows a page of the wzard for entering details of the

[Opggﬁgg%/'&_ﬁz’f%‘ﬁgsT@g&;ﬁ@ngﬂdigpﬂ%z%iw&stig%s&@y éﬂ&splayed if user
selentedinat thep cwekel i Censyoers @rBathuan Stide er vi ce before

purchasing it? [00191]1.4.3.3.1.1. User may sel ect
[003T2e ub#Rd-3| i deRugstion 91} What3size busgingsses edor yoyenarket your

odh8Y o £ ¥ scrutinize it" to "The purchase it
PrSur e%/?/ ﬁ%ﬁgﬁgr ly" [00193]1.4.3.3.1.3.El asticities:

(B1F3]t © 143 109194 dor i et {RIRSHRBWAS: Do customers

pur chase into your product or service category on
[oenmd]i onph 19 f ati.gaaét gpeounds? [ 00195] 1.4.3.3.2.1.
User may sel ect val ue using slider [00196]
[0017613. 31.214...2.  Small Business
[00176] 1.1.1.1....3.  Large Business

[00177] 1.4.3.1.2.2.  Conditional display: This question is only displayed if user
selected that they market to Businesses or Both on Slide 1.

t00178] 1.4.3.1.3. Next slide prompt (Continue): User may select the Continue
button or click on the hame of the next slide in the Left Navigation.

[00179] 1.4.3.2. Product Research: Figure 28 shows a page of the wizard for
entering details of the company's product research.

[00180} 1.4.3.2.1. Question 12: Does the customer need a lot of information to

make a decision to purchase your product or services?
[00181] - 1.4.3.2.1.1.  User may select value from slider
[00182] 1.4.3.21.2.  Value range: “very little” to “a lot”
[00183] 1.4.32.1.3. Elasticities: 1.2t0 0.8

[00184] 1.4.3.22 Question 13: From a customer perspective, how complex
are the products or services that you are offering?

[00185] 1.4.3.221. User may select value from slider

[00186] 1.4.3.22.2. Value range: “Very Simple”, “Simple”, “Complex’, "Very
Complete”

[00187] 1.4.3.2.3. Next slide prompt (Continue): User may select the Continue
button or click on the name of the next slide in the Left Navigation.

-21-



Val ue range: "Pure rational” to "Pure enotional”
[00197] 1.4.3.3.2.3. Elasticities: 0.8 to 1.2 [00198]
1.4.3.3.3. Question 16: How can custoners tell the
qual ity of your product or services before purchase?
Wolmagjo1904. 3. 3. 3. 1. User may sel ect val ue usiBay/Eke08@35087
[00200]1.4.3.3.3.2.Value range: "By conparing its
features", "Only after using it", "Difficult to rate
even after use" [00201]1.4.3.3.3.3.Elasticities: 0.7
to 1.3 [00202] 1.4.3.3.4. Question 17: How frequently do
[06PaE] customers typically purchase into your product or
services category? [00203] 1.4.3.3.4.1. User nay

[oefdggct f49m @u@@%\‘\'ﬁuyuﬁ%m&] Figufe 49 dhowsla padeediakd wizard for

one- 00206! 1.1
entering details of the company's customer buying habits.

[00190] 1.4.3.3.1. Question 14; To what extent do customers scrutinize your
product or service before purchasing it?

[00191] 1.4.3.3.1.1.  User may select value using slider

[00192] 1.4.3.3.1.2. Value range: “They extremely scrutinize it” to “The purchase
it purely habitually”

[00193] 1.4.3.3.1.3.  Elasiicities: 0.8t0 1.2

[00194] 1.4.3.3.2. Question 15: Do customers purchase into your product or

service category on emotional or rationai grounds?

[060195] 1.4.33.21.  User may select value using slider

[00196] 1.4.3.3.2.2, Value range: “Pure rational” to “Pure emotional’
[00197] 1.4.3.3.2.3, Elasticities: 0.8t0 1.2

[00198] 1.4.3.3.3. Question 16: How can customers tell the quality of your
product or services before purchase?

[00199] 1.4.3.3.3.1.  User may select value using slider

[00200] 1.4.3.3.3.2. Value range: "By comparing its features®, “Only after using
it", “Difficuit to rate even after use”

[00201] 1.4.3.3.3.3. Elasticities: 0.7t0 1.3

[00202] 1.4.3.34. Question 17: How frequently do your customers typically
purchase into your product or services category?

[00203] 1.4.3.3.4.1. User may select from dropdown:
[00204] 1.1.1.1...1. -select one-

[00205] 1.1.11...2. Daily

[00208] 1.1.11..3.  Weekly
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Daily [00206] 1.1.1.1...3. Wekly
[00207]1.1.1.1...4.Monthly

[00208]1.1.1.1...5. Quarterly [00209]1.1.1.1...6.Yearly
[00210]1.1.1.1...7.Every several years

WwoOodAjokeol. 1. 1. .. 8. Just once [00212] 1. 4. 3. 3.r&TAIShMBB85087
To see all val ues i n dropdown, user nust use scroll

bar. [00213]1.4.4. Section 3: Product or Services
[00214]1.4.4.1. Pricing and current needs: Figure 30
shows a page of the wzard for entering details of the

any. r gduct servi ces.
mP%@leﬁlpl Lid %@% on 18: Wat is the general
t t ucts or services in your
[Oeﬁ?éjgoryw 10%216%%?{4?92 1.1.1. Textbox val ue range

[ogéﬁul t1$@19 999, %999&”999 [00217] 1.4.4.1.1.2. No

val ue
[00210] 1.1.1.1..7. Every several years

[00211] 1.1.1.1..8. Just once

[00212] 143342  Note: To see all values in dropdown, user must use scroll

bar.
[00213] 1.4.4. Section 3: Product or Services

[00214] 1.4.4.1. Pricing and current needs: Figure 30 shows a page of the wizard
for entering details of the company's products or services.

[00215] 1.4.4.1.1. Question 18; What is the general price point of the products
or services in your category?

[00216] 1.4.4.1.1.1.  Textbox value range values $0-9,999,999,999
[00217] 1.44.1.1.2. No default value

[00218] 14412 Question 19: How would you characterize your product or

service?

[00219] 1.4.41.21. User may select from dropdown:
[00220] 1.1.1.1.1...1. -—select one-

[00221] 1.1.1.1.1..2. High-end

[00222) 1.1.1.1.1..3. Mid-range positicned

[00223] 1.1.1.1.1...4. Discount and value positioned

[00224] 1.4.4.1.3. Question 20: Focus in on what you will be marketing next
year. Is this to support a new product or service?

[00225] 1.4.4.1.3.1.  User may select from dropdown:
[00226] 1.1.1.1.1...1. Yes
[00227] 1.1.1.1.1..2. No
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[00218] 1.4.4.1.2. Question 19: How woul d you
characterize your product or service? [ 00219]
1.4.4.1.2.1. User may select from dropdown: [00220]
1.1.1.1.1...1. -select one- [00221] 1.1.1.1.1...2.

W gdeseTedbo] 00222] 1.1.1.1.1...3. Md-range pasiTtliserssdssos?
[00223] 1.1.1.1.1...4. Discount and val ue positioned
[00224] 1.4.4.1.3.

[00228] 1.44.1.3.2.  Default value: No
[00229] 1.4.4.1.33. Elasticities: yes=1.5 no=1
[00230] 1.4.41.3.4. If user selects Yes, they must answer Question 21

[00231] 1.44.14. Question 21: If new, is there a tangible new benefit or

competitive value to your product or service?

[00232] 144141 User may select from dropdown:
[00233] 1.1.1.1.1...1. —select one-

[00234] 1.1.1.1.1.2. Yes

[00235] 1.1.1.1.1.3. No

[00236] 1.4.4.1.4.2. Elasticities: yes=2 no=1

[00237] 1.4.5. Section 4: Media and Advertising

[00238] 1.4.5.1. About your budget: Figure 31 shows a page of the wizard for
entering details of the company's customer buying habits.

[00239] 14511, Question 22: Is your MarCom budget set by you?
[00240] 1.4.51.11.  User may select from dropdown:

[00241] 1.1.1.1.1..1. -—selectone-

[00242] 1.1.1.1.1..2. Yes

[00243] 1.1.1.1.1..3. No

[00244] 1.4.5.1.1.2. Default value: Yes

[00245] 1.4.51.2. Question 23: Do you have a constraint on your MarCom
budget that you cannot spend over? If so, what is the absolute budget you must work
within? If you do not select a hard budget, Compass will be your guide and tell you how

much you should be spending on MarCom.
[00246] 1.4.5.1.2.1. Textbox: numerical entry only
[00247] 1.45.122. Valuerange: $0-9,999,099,999

D4



Question 20: Focus in on what you will be marketing
next year. Is this to support a new product or
service? [00225]1.4.4.1.3.1. User may sel ect from
dropdown: [00226]1.1.1.1.1...1. Yes

WOO®D2F]01901. 1. 1. 1. .. 2. No [00228] 1. 4. 4. 1. 3. 2. POFTURAN08/085087
value: No [00229]1.4.4.1.3. 3. Elasticities: yes=1.5

no=1 [00230]1.4.4.1.3.4.1f user selects Yes, they nust
answer Question 21 [00231]1.4.4.1.4. Question 21: If

new, is there a tangi ble new benefit or conpetitive

et Ia RO, t .Sk VI i
IOBBAS o) 0432 ApBUOSHUE i " iGUrp 32 showss 2 pege o e wizard for
eftedastails pf thecompany's mediel ect one-

00234]1.1.1.1.1...2. Yes [00235]1.1.1,1.1...3.No
(008481 36] 1:4-8.241. 1. 4. Question 2f cINhidisbes) dgsaribgg the content or style of

yaup @dicht Mafcgm? Section 4: Media and Advertising
[00238]1.4.5.1. About your budget: Figure 31 shows a

[op2sty Of1.4B@ WM zargker fayQBleet fradgskiet:ai | s of the
conpany's custoner buying habits. [00239] 1.4.5.1.1.

[0GREHt i 0N4.B2.1.25 Wil MaigEprFdutibgestd s giroduet, ysmvice, or price” to
“Warm and Fuzzy — an emotional connection”

[00252] 145213  Elasticities: fact-based=1.5 for print, warm=1.5 for TV,
otherwise=1

[00253] 1.4.5.2.2 Question 25: How would you assess the quality of your
MarCom's creative elements?

[00254] 14.5.221  User may select from slider:

[00255] 1.4.5.222. Value range; “Poor’, “Below average”, "Average”, “Good",

“Exceptional’
[00256] 1.4.5.2.2.3. Elasticities: 1.2,1,1,1,0.9

[00257] 14523 Question 26: How do you gauge the effectiveness of your
MarCom strategy?

[00258] 1.4.52.3.1.  User may check all that apply:

[00259] 1.1.1.1.1..1.  Increased revenue

[00260] 1.1.1.1.1.. Increased market share

[00261] 11.1.1.1.. Increased distribution

LN

[60262] 1.1.1.11.. Improved profitability
[00263] 1.1.1.1.1..5. Improved buzz
[00264]

[00265] 1.4.5.3. About your brand: Figure 33 shows a page of the wizard for
entering details of the company's brand.
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[00240] 1.4.5.1.1.1. User may select from dropdown:
[00241] 1.1.1.1.1...1. -select one- [00242]
1.1.1.1.1...2. Yes [00243] 1.1.1.1.1...3. No [00244]

1.4.5.1.1.2. Default value: Yes [00245] 1.4.5.1.2.
WQu®e/¢7019023: Do you have a constraint on yoRECTNVBIGHBS0S7
budget that you cannot spend over? If so, what is the
absol ute budget you nmust work within? If you do not

sel ect a hard budget, Conpass will be your guide and
tell you how much you shoul d be spending on Mar Com

f’%gg‘m]ﬂ#ésg: 1.2 ﬁﬁj PP X0y Bl 's‘égl by Bé/rs&ﬂzh:gf helps your

e range: 999, 999, 99
revenuelmarket share in your category’P

[00267] 1.45.3.1.1.  User may select from slider:
[00268] 1.4.5.3.1.2.  Value range: “Does not matter at all” to “Matters a lot”
[00269] 1.453.1.3. Elasticities: yes- 1.3, no- 1.0

[00270] 1.4.53.2. Question 28: What is your brand awareness with your

customer base?
[00271] 1.4.5.3.21. User may select from slider:

[00272] 1.45.3.2.2. Value range. “My brand is very familiar’ to “my brand is
completely unknown”’

J00273] 1.4.53.23. Elasticities: 0.5tf0 12

[00274] 1.4.5.3.3. Question 29: When thinking about your MarCom media
spending refative to your competition, your share of voice is:

[00275] 1.45.3.3.1. User may select from dropdown:
[00276] 1.1.1.1.1...1.  —select one-

[00277] 1.1.1.1.1...2. The same as your market share
[00278] 1.1.1.1.1..3. Is higher than your market share
[00279] 1.1.1.1.1..4. Is lower than your market share

[00280}] 1.4.5.3.3.2. Elasticities: 1.0,0.7, 1.3

[00281]  Your media allocation: Figure 34 shows a page of the wizard for entering
details of the company's media allocation for a prior period, such as the past 12
months. Figure 35 shows this page following the entry of historical allocations.

[00282] 1.4.5.4. Question 30. The MarCom budget you spent for the past 12
months is: [dynamic text indicating users’ budgets]. Enter the percentage amounts for

how your MarCom budget was allocated:
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WD 2009/ 070790PCT/ US2008/ 085087 [ 00248] 1.4.5.2. About
your nedia: Figure 32 shows a page of the w zard for
entering details of the conpany's nedia.
[00249]1.4.5.2. 1. Question 24: Wi ch best describes the
wontento7ar style of your current Mar Conf? PCT/US2008/085087
[00250]1.4.5.2.1.1. User nmay select fromslider:
[00251]1.4.5.2.1.2. Val ue range: "Fact-based - product,
service, or price" to "Warm and Fuzzy - an enotiona
connecti on” [00252]1 4.5.2.1. 3. Elasticities:

-b =1, 5 fof , T
19038%5 5 RER 5. o Ve selBl Fonemesios o n S BB T dney
Snﬁmpmegcl'uﬁ'Wamthmstmrs creative el emsnts?
[00254]1.4.5.2.2.1. User may select fromslider:
[00884155] '1T\¢ FBer@rQ alzocemm@c# greamowtha'l that w&wﬁs into.
aver age", "Aver d", "Exce

[0[0%5256] 1 Raics Percans ai‘acamn aﬂdt dolar ammwt that thft translagesgnto.
[ %gégt? ? -\%%r?{gg%ergqntﬁgqﬁatrwg?v@%q?ﬁligé_?%v@gg y};fa? ﬁ'uag %’grgs?ates into.
[0%38 gg% %Inffrlletzfefrc}\ Egrcgp]tglé%aggg%ﬁg@lgtjﬂéa%&ung 91% that translates

infc00260] 1. 1. 1. 1. 1. . Increased nmarket share
[00261]1.1.1.1.1. 3. I ncreased distribution
[0pR88] 6 2] -Unterriet nispjay: Rercentaliovation apd albllaramdunt that that translates

into.
[00289] + Other: Percent allocation and dollar amount that that translates into.

[00290] -« Unallocated: This section displays the amount percentage has not been
allocated to a media type. The dollar amount of budget unallocated is reflected below

the percentage unallocated.
[00291] 1.4.5.4.2. Elasticities: Elasticities vary by media type and industry.

[00292] 1.4.5.4.3. Constraints column: User may add constraint by checking
the constraint box to the right.

[00293] 1.4.5.4.3.1. Question to turn on constraints: If you need to add a spend
constraint (amount you must spend on that media) to any of the media types, check

this box. 0 denotes no constraint.

[00294] 1.4.5.4.3.2. User can enter any dollar amount is this box. If dollar
amount is entered, the Compass recommended optimal spend for that media will not
exceed the number that the user entered. Figure 36 shows this page after the user has

entered a constraint.

[00295] 1.4.5.5. Continue button is disabled until the user has allocated exactly
100% of their MarCom budget. When user clicks the continue button, the optimization

is triggered.

[00296] 1.4.5.6. Optimization: Figure 37 shows a page of the wizard describing the
optimization process. The user clicks a View Resuilts button to view results screens.
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[00263]1.1.1.1.1...5. Inproved buzz [00264]
[00265]1.4.5.3. About your brand: Figure 33 shows a
page of the wizard for entering details of the
conpany's brand. [00266)1.4.5.3.1. Question 27: Wuld
wouromays7vdr and personal ity hel ps your revenmerusods@ssos7
share in your category? [00267]1.4.5.3.1.1. User may
select fromslider: [00268]1.4.5.3.1.2.Value range:
"Does not matter at all"™ to "Matters a lot”
[00269]1.4.5.3.1. 3. El asticities: yes - 1.3, no - 1.0

[&&Qﬁgo]}54 5. esa qgj%gtsl on 28: Wat is your brand

ness’ wit USt oner base?

[t{ogggl%% 'ills“l 5. %t@%@ﬁﬁboﬁéﬁﬁ%h%?ﬂ&%‘a% R@Suﬁlt'grbutton to view
refsyilts $9regns. to "ny brand is conpl etel y unknovvn d

0273]1.4.5.3.2.3.Elasticities:
‘{"@@%174] They first scrgemibs upenlands ogyie ﬁhq ﬁeﬁwt%&oﬁ%@t thpoBydget

pAdY. @@@’hminq:@ﬁg@é' s b é@lézb?d sttﬁe Méér‘fs cﬁﬂ@ﬁﬁ@lérﬁbﬁfbtate as it

your, share of voice is:
W§% PRietedrip din \Wi2sptidiare 3re g?riloqs gf tmts fllde J4_ane fgd'équ@%i Growth

afd6ne 1oPORtiTEl Prdkit 1. 1. 1. .. 2. The sane as your narket
share [00278]1.1.1.1.1...3. I s higher than your market

[O‘QEOG]G [ THiIZ p&eldetaults To the. opfimal Budgeyer *grdvang yrevenuenr ket
share
[00301]  1.5.1.1. Growth button is slightly highlighted in lower section of slide to

indicate that the user is currently optimizing for Growth.
[00302] 1.5.1.2. Page header Copy:
[00303] Optimize for Growth:

[00304] Based on what you've told us and how you answered our questions about
your business, Compass has the following recommendations for your MarCom budget.
Click the ALLOCATION or SPENDING tabs above to see where we recommend you

allocate your MarCom doilars for best results.

[00305] 1.5.1.3. Budget table: Figure 39 shows a version of the budget table
included in Figure 38 updated in response to the user entering a new revenue target.

[00306] 1.5.1.3.1. Current column: displays the numbers that user has entered

in the Wizard about their previous year's spend.

[00307] 1.5.1.3.2. Required for Growth column: displays the necessary
numbers to grow to the users stated growth target.

[00308] 1.5.1.3.2.1.  User must enter growth target in the text box below, labeled:
“Please enter a $ revenue target for growth:

[00309] 1.5.1.3.2.2.  Defauit value is equal to user's current revenue.

[00310] 1.5.1.3.2.3.  When number is entered in box, the Required for Growth

column with change to reflect new numbers.
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[00280]1.4.5.3.3.2. Elasticities: 1.0, 0.7, 1.3

[ 00281] Your nedia allocation: Figure 34 shows a page

of the wizard for entering details of the conpany's
medi a al l ocation for a prior period, such as the past
wi20motebe®. Fi gure 35 shows this page fol | owreg/ushes/085087
entry of historical allocations. [00282]1.4.5. 4.
Question 30: The MarCom budget you spent for the past
12 months is: [dynami c text indicating users

budgets]. Enter the percentage anmounts for hom1your

[OW‘Ifom 1béquge Nasird LA ‘%7&58)9 It th%ﬁ%%ﬁﬁé& aéle?t n"’eo% Eénstraints

sel ect percen
onstpe MechmAmmnmgean itire Nv@rd akgy qa@aanablpcmgaplem constraints

P t that that
bytc'?%ﬂg'ﬁga?lzds I nt okﬂﬁg%[%gg%ﬁa}g%h g?cent aal I o?atl on and
[ogi2] ar 2P unpidhas \Aél@tBthétnSbéﬁrﬁie foh Pofit [ 00286]

Print: Percent allocation and dollar anount that that

[00313]S| VEsh it Qser| 810KS te IPREMR roIdtbn Smatrehsu@@t Qﬂgb the table
al l ocati on and dagl |l ar armun ht th ansa
ChARgSS tordisaal Tefiegth the eRtg)H Hf? ﬂ?t REYSLPiomedmizing

Profit| $rywnan®igote 41at that translates into. [00289]
O her: Percent allocation and dollar anmpbunt that that

[0031dhs| dt®3.1) Alamaticﬂrﬂeagu)bpﬂdﬂaéd for Brewith: Trhiese aectwooversions of

g TG PaOF R LTt O AT BEnaligfy Tre 6 FeRétt an
optimal Guwalt ecbnaso r Eiglieec4 leshdvs| thewerkion pé theealipeagion page reflecting

th%|$£@§ sch00R91]11.4.5.4. 2. El asticities:

sticiires vary by media type and industry.

[Oésqggfr gljﬁn?‘lﬁ 4.3, éﬁﬁr@ﬁf 18618 o StoH This E%ﬁlbn @95)93 %Qﬁstant on all

con by ch ng the constral nt
regultgistidesf 00293] 1. 4.5.4.3. 1. Question to turn on
constraints: If you need to add a spend constrain

O bunt- 575 2must CERG Nedia oA B Kevalllg Growhe reflects
redBtthéndedPacatiRegkmbdih SvHEPXuseP idleling a6 nivet aigas taiidnievenue

target.
[00317] 1.56.2.1.3. Difference: reflects the difference in Current Allocation and

Recdmmended Allocation.

[00318] 1.5.2.2. Allocation Slide optimized for Profit. Figure 42 shows the version
of the allocation page reflecting the optimal Profit scenario.

[00319] 1.5.2.2.1. Current Media Allocation: This section stays constant on all

results siides.

[00320] 1.5.2.2.2. Optimal Media Allocation for Profit: reflects recommended
allocation of media when user is frying to optimize (find maximumy) Profit.

[00321] 1.5.2.2.3. Difference: reflects the difference in Current Allocation and

Recommended Allocation.

[00322] 1.5.2.3. Spending Page optimized for Growth: There are two versions of
the spending page--one to reflect optimal Profit scenario and one to reflect optimal
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[00294]1.4.5.4.3.2.User can enter any dollar anmount is
this box. If dollar anount is entered, the Conpass
recommended optimal spend for that nedia will not
exceed the nunber that the user entered. Figure 36
wihongohivos page after the user has entered @®CT/US2008/085087
constraint. [00295]1.4.5.5. Continue button is
di sabled until the user has allocated exactly 100% of
t heir Mar Com budget. When user clicks the continue
button, the optim zation is triggered. [00296]1.4.5.6.
J. 0N r . | .
oML A S b e Srol BV BEER Sonki§ g Fehiseing e
optimal\GRediubterabat t on to view results screens.
[ 00297] 1. 5. Resul ts Pages [00298]1.5.1. Optim ze for
[09$23] h:1.5R8. luser Wiriepkhledia\Aligoatives Tiis sewiontstRys cgnetartpn all
Ly screens. [00299] The first screen the user
re%t.ﬁ’é ides, S ! .
ands on in the Results section is the Budget page, as

[o8dyn i1 Sgur e Hhtimbi Med2IRIGLEM NS Rebéhuds &réwth: reflects
current MarCom state, as it was entered in the

[ . > | W zar d.
reqranendgdealloggliopeplsmeia Wiren: vies ig yigg, to grretiibsr slgtadnfgyenue
ta.%gm@bugrgd one for optimal Profit. [00300] This page

efaults to the optimal budget for *grow ng* revenue.

[003¥3B01]115.53B. 1. @iffarbiiced Idwep Betitons réfigbts! thie kifghdricg it Edrrent
A“intlower ection %] r?.Ii e to indicate that the user is
oRYoR A0 REGHPMENITHATGBINS owt h. [00302] 1. 5. 1. 2. Page
er ., [00 timze . : 3 d i
[0 ?\haﬁ%g’é"‘\'/e tﬁfz‘gr‘%ﬁceanq?&éh%'{?\'%oé%g%gtss/]\%‘?%ggo%é AR their
optjmabteveme sidddarCypmuapebdisi ness, Conpass has the

fol | owi ng reconmendati ons for your MarCom budget.
[0e327Ek t1He2 AULIOCATIFON dlevaRENDINNGYElions: Showe dresssegvenue as

MRS Whd §re gg@_nd you all ocate your NMar Com dol | ars
%lgrhgs st regéuél ts. [00305]1.5.1.3. Budget table: Figure

[o@bsp hows Asver si @iof{piidieSReWsbRit AN CoRCIpeA@ thetaases.
Fi gure 38 updated in response to the user entering a

[00529] I evieRie 4R JSuTehO8pEHR] Fed: find rébréadhtsenibere alsanstands in
usg_r has, entered in the

di spl ays the nunbers that
reRDE A9 RERSH baRET NG BB TSP PO s pend.
[00330] 1.5.2.3.44. Optimal Spend (green): line represents where user should
be spending in order to maximize their expressed revenue growth target.

[00331] 1.5.2.4. Spending Page optimized for Profit Figure 44 shows the version of
the allocation page reflecting the optimal Profit scenario.

[00332] 1.56.2.4.1. Current Media Allocation: This section stays constant on all

results slides.

[00333] 15.242. Optimal Media Allocation for Profit: reflects recommended
allocation of media when user is trying to achieve their maximum profit, in dollars.

[00334] 1.5.2.4.3. Difference, lower section: reflects the difference in Current
Allocation and Recommended Allocation.

-30-



[00307]1.5.1.3. 2. Required for G owth colum: displays

the necessary nunbers to grow to the users stated

growth target. [00308]1.5.1.3.2.1. User nust enter

gromh target in the text box bel ow, |abeled: "Please
veor@e/ow7® revenue target for grow h: PCT/US2008/085087
[00309]1.5.1.3.2.2. Default value is equal to user's
current revenue. [00310]1.5.1.3.2.3. Wen nunber is
entered in box, the Required for Growth colum wth
change to refl ect new nunbers.

/ 07 1U 5087 4 :

[oégg tra?'%‘?'s 'gec%%é{n% gFa% ]#11%1%5 gjg%gcgoeée%evmearle their
optisral revenve andMarCam Bpadas. Al | ocati on page in the

W zard, they can enable or disable the constraints by
[09R36Iki nly5 2kt Tin- cHESRI Reyenke lnen&efiawhtShowseaiess reveriue as

MRS ShehdIncieadiist er nate Vi ew. Budget - Optim ze for
Profit [00313] When the user clicks the Profit button

[008371he By daes 2 pagerofif (BRe): $AbRs pRANSEMaiChrspenaliscrédsas.
reflects the optimal l\/arCom Budget, Revenue for

[omisslm 71.5Q.44.8f | tCurSd”rm\Hpehdﬂ (@ug vine réftesdridd dhdleluser 2tahds in
| ocat,i 0 G owth: There are two

re\‘/’%'?"éq Wsp“gqt%?%%d %P%SEQW%H "ngaes"eaﬂe to reflect an
[oggﬁ L1 £50f4 4 Scﬁﬁgﬁérl é%p%ﬁ&’ éﬁ%m)t ‘ﬁﬁé ?%;Jr@&%tsa\ﬂh?rgt%g%hould |

h sCénario ersi on
beaspendmgiimordpeigenaxinize teinpgofithe opti mal G owt h
scenario. [00315]1.5.2.1.1. Current Media Allocation:

 [09B40] sebh RN Plandyiedia page aptimiged &iriGrowthu This page gliews the user
toh@&\é&ﬁﬂ.& ad b%y thet- m%trb%ﬂ%%gda?y&%%ﬁﬁﬁs' e'I’Fierfa%f’re R@d’@éﬁi@ns of

reflects reco i on of
thascéan md@rgagﬁgo'ﬁ% toreadiect ae pptingal firef SCév%rmenq a%géq reﬂect an

odtﬁ%]@dﬁtﬁ séenhrid: DFighRr QS‘%OW& athk afdrsiort 8 A fllfr @lteR page
Current Al locati on and Reconmended Al |l ocati on.
reﬂ%'ﬁiﬁ]el"@”‘@' Growth serngfiton Slide optinized for Profit:

[ogﬁﬂjr € 4&2%hovvs tfgp?tmxgartl%n %esufts: Media Spend for Revenue Growth
[00342] 1.5.2.5.2. Each media type percent and dollar amount is displayed
[00343] 1.5.2.5.2.1.  Flighting button: button takes user to Flighting/Digital Buy
page.

[00344] 1.5.2.6. Plan Media page Optimized for Profit: Figure 46 shows the version
of the plan media page reflecting the optimal Profit scenario.

[00345] 1.5.2.7. Optimization Results: Media Spend for Profit

[00346] 1.5.2.8. Each media type percent and dollar amount is displayed

[00347] 1.5.2.8.1. Flighting button: button takes user to Flighting/Digital Buy
page.

[00348] 1.5.2.9. Flighting/Digitat Buy page: This page allows the user to fulfill the ad

buy that was recommended by Compass. There are two versions of the

FIighting/DigitaI Buy page--one for recommended spend based on optimal profit and
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of the allocation page reflecting the optimal Profit
scenario. [00319]1.5.2.2. 1. Current Media Allocation:
This section stays constant on all results slides.
[00320]1.5.2.2.2. Optimal Media Allocation for Profit:
wehbmoteger ecommended al | ocati on of nedi a WherCTAE2008i085087
trying to optimze (find maxi mum) Profit
[00321]1.5.2,2.3.Difference: reflects the difference

in Current Allocation and Reconmended Al | ocati on.
[00322]1.5.2.3. Spending Page optim zed for G ow h:

orTé‘Fd’r ‘?ec%ﬁr%wén\&@d \ésgﬁi'o@%tafgdeq]&&h% Eg' & r@"’lﬁesho?.rg fhd Rersion of

l'ect op t sc arlo ohe to re
tf@ﬂillgh#ﬁllfDl@abﬁmmpwe'ﬁﬂﬁqhag thejoptimal Q@\n@hmﬁ@aﬂme ver S| on
t he sgendlng page refl ecting _the optinal

100eeHar | 5216083 3] OB igH Y CORTmRNfor TP EAHTBAS shows

thEVefsionast tHeOMighfirtySighd BRY pBde RRedinh tHestiniad PRIfit d@Mario.
[ 00324] 1. 5. 293 r?/@gtl ma?@ dia Al Focatl on for Revenue

[oGBSOIt h:1.5.2fthect s G@ﬁ;ﬂtéﬁﬁtgﬂdﬁdD@Etb]?I@t ipage: ofFugttadi 4 }sh@ﬂs the
user, i S .Lryi. nmee ei.r _sta revenue target, in

¢ %?tgpg_fheéb%%é%fy Rage shioyngip F%BTﬁe'ﬁge | ower SeC?I on:

0BG e Rd 1A | 0dBe T ROWp U ap Phiebins Rt Prgf Mkt to spend

by moethghyaghiecking thewsoxuarer entéringstee dothe regndune i Amayot retmiested wili

RS e R P SR8 oot S ebenie s N Com

[Ogﬁﬁ\]g |1n§ §3%es. '&g&%g@@}eﬁg%}gd g’pe‘}m?an%uﬂfs' dre CBnHRled, the user

pr0|t as I NCr ea

canopizopnd ad verglon framche ﬁ@,ﬁﬂ(}\@p@igwpp@@ndqr hagbeen selected and
udeP BiRS EB,SDWIRAT BsatSANl be tARF S0 bPpropriate vendor web page with spend

amounts per month already calculated.

[00353] 1.5.2.11.3. Vendors: Currently, Google is the only vendor populated in
dropdown list. Each links to the appropriate Google page for that media type buy.

[00354]

[00355] Sample calculations:

[00356] Figures 50 and 51 show sample results produced by the facility.
[00357]

[00358]  Equations:

[00359] In some embodiments, the facility uses an approach such as the following
to determine a level of spending expected to optimize growth and/or profit.

The variable elast_b represents the elasticity values of all questions muitiplied together

and multiplied against a constant currently set to .05. The ceiling for this value is .3.
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revenue and profit based on their current nedia spend.
[00330]1.5.2.3.4.4. Optimal Spend (green): line
represents where user should be spending in order to
maxi m ze their expressed revenue grow h target.
WOB21]01205. 2. 4. Spendi ng Page optim zed for PHRTOfS2G08/085087
Figure 44 shows the version of the allocation page
reflecting the optimal Profit scenario.
[00332]1.5.2.4.1. Current Media Allocation: This
section stays constant on all results slides.
33] : j Toll [ it
10D 2 12 Krchrceell (e BpssBlrie AepetaRly i o 2o Meflborh spend
andrig calguletedachi eve their maxi num profit, in dollars.
[00334]1.5.2.4.3.Difference, |ower section: reflects
the difference 'bn Current Areveaiti®n wnd Recommended

Al l ocation. [O @é‘ﬂl@QW | i ne graph:
al | ows users to see where @l apXi mal' revenue and
Mar Com spend is. [00336]1.5.2.4.4.1. Goss Revenue |ine

[00364] | oVhe CRiionas burtges som pxtedhioe optenaVipradib n sioen & calculated:
increases. [00337]1.5.2.4.4.2.Profit (blue): Slqovvs
profit as MarCom spend i ncreases. - (elast_b)
[ 00338] 1.6 26kl 3 lohasar Epgrawthedp-angife -
represents where user stands in revenue and profit
based on their current nedia spend. o

(093633 391Qptimaprexenyescomputadtior apfigia poft & dHiNe, isicalsulated:
represents where user should be spendinqbin order to
mexi m ze their ypro{base00B4gransh BN Medi a page
optimzed for Gowh: This page allows the user to

[06:584] €W SdamiAY BHYrolviAtaNesy &éfﬁﬂp;ﬁé‘ﬁ%t@%mﬁpméﬁ% as:

There are two versions of the p nedi a page--one to

flect timal i | 1d | ect
o ogfta%net%) 'ma!, sgi‘éfgétR‘ég@ eI rﬁﬂ@nb@l rpjlec

version of the plan nedia bagéeveﬂuec_tj’ng the opti nal
G owm h scenari o.
[00364] The budget required to reach the growth target is defined as:

1
targetRevenue _ y}efasr_b

requiredBudget =
7 J ( (base _kxgrowth)

[00365] Where growth is a multiplier expressed as a number between 0 and 1, and

the resulting profit can be computed:

result Profit = target Revenue _y xmargin _m - requiredBudget

[00366] Conclusion

[00367] It will be appreciated by those skilled in the art that the above-described
facility may be straightforwardly adapted or extended in various ways. While the
foregoing description makes reference to particular embodiments, the scope of the

-33-



[00341]1.5.2.5.1. Opti m zation Results: Media Spend for
Revenue Growt h [00342]1.5.2.5.2. Each nedia type

percent and dollar anount is displayed
[00343]1.5.2.5.2. 1. Flighting button: button takes user
Wwo 2obomhdei Nng/ Di gi tal Buy page. [00344] 1. 5. 2. FT/(R2e08/085087
Medi a page Optim zed for Profit: Figure 46 shows the
version of the plan nedia page reflecting the optinal
Profit scenario. [00345]1.5.2.7. Optim zation Results:
Medi a Spend for Profit [00346]1.5.2.8. Each nedia type

IHF%E)@%% fg@}{égds%héiﬁlﬁ)f I ghtl Fr?gs; tlEautﬁ E’ﬂ} ﬁ'%ueﬁte c? ri]eme esxPlIJIglg¥ recited

thetei®l i ghting/ Digital Buy page. [00348]1.5.2.09.
Flighting/ D gital Buy page: This page allows the user
to fulfill the ad buy that was recommended by Conpass.
There are two versions of the Flighting/ D gital Buy
page--one for reconmended spend based on optim

profit and one for recommended spend for stated
gromh target. Figure 47 shows the version of the
Flighting/Digital Buy page reflecting the optina

G owmh scenario. [00349]1.5.2.10.Flighting/Di gital Buy
-Optimzed for Profit: Figure 48 shows the version of
the Flighting/ D gital Buy page reflecting the optinal
Profit scenario. [00350]1.5.2.11. Conpl eting the
Digital Buy page: Figure 49 shows the conpletion of
the Digital Buy page shown in Figure 47.
[00351]1.5.2.11.1. Medi a Rows: User can enter the
anount they wi sh to spend by nonth by checking the box
and entering the dollar anpbunt. Amount requested wl|
di spl ay next to Planned Spend so user can track
overspend. [00352]1.52.11.2. Once the requested spend
anounts are conpl eted, the user can select and ad
vendor fromthe dropdown |list. Wen vendor has been
sel ected and user clicks "Buy Digital", user will be
taken to appropriate vendor web page with spend
anounts per nonth already cal cul at ed.
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[00353] 1.5.2.11. 3. Vendors: Currently, Google is the
only vendor populated in dropdown |[ist. Each links to
the appropriate Google page for that nedia type buy.

[ 00354] [00355] Sanpl e cal cul ati ons: [00356] Fi gures 50
and 51 show sanple results produced by the facility.

[ 00357] [00358] Equati ons: [00359]1In sone enbodi nents,

the facility uses an apprgeaméuch as the following to

determine a | evel of spe xpected to optim ze
growm h and/or profit. The variable elast_b represents
the elasticity values of all questions nultiplied
Wetlaget her and nultiplied against a constant currently
set to .05. The ceiling for this value is .3. WO
2009/ 070790PCT/ US2008/ 085087 [ 00360] Base_k represents

1] U he . bas etiiEiAULcaapeirat Sdiam fdr AutaraatedVi paestxibipgrsh allocation
and i s cal cul at ed: F0036_1] basek - The Optj mal ?ud et .
compuesRrses o a)takal masatinor kdgeldor a;ﬂlssmiggtsg%i SPARG duith the

1 goal of optimizing a distinguished business outcome for the offering that is

expected to be driven at least in part by the allocation of resources to the total

marketing budget, comprising:
receiving qualitative attributes of the distinguished offering from a user;

retrieving a derived average total marketing budget lift factor;

adjusting the derived average total marketing budget lift factor based upon at
least two of the received qualitative aftributes of the distinguished offering; and

using the adjusted derived average total marketing budget lift factor to determine
an allocation of resources to a total marketing budget that tends to optimize the

distinguished business outcome,

wherein the derived average total marketing budget lift factor is derived before
receiving the qualitative attributes of the distinguished offering from the user.

[c2] 2. The method of claim 1, further comprising persistently storing the

determined allocation of resources.

[c3} 3. The method of claim 1, further comprising displaying the determined

allocation of resources to a user.

[c4] 4. The method of claim 1 wherein the retrieved average total marketing

budget lift factor is an average total marketing budget elasticity measure.

[c5] 5. A computer-readable medium whose contents cause a computing system

to perform a method for automatically prescribing an allocation of resources to a total
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budget)(clam-b for optimal profit, x prine, _k
gromh marg in(i-elast -b) [00362] Optinmal revenue
conmputed for optimal profit, k prine, is calcul ated:
y' = (basek growh). x'clast-b [00363] Optim zing for
grow h starts by defining the targetGowh variabl e
as: arg et Re venue _y - revenue _y) =(

_ =(t
mari«gr etkﬁ%@\g& ?f&r;\f ﬁeﬁgﬁag%sll[n%) S’cgf?%rwgg e\g@’ d&%t gro%ﬂ Wi %gtirtn%ing a
distinguished business outcome for the offering that is expected to be driven at least in
part by the allocation of resources to the total marketing budget, comprising:

receiving qualitative attributes of the distinguished offering from a user;
retrieving an empirically obtained average total marketing budget lift factor;

adjusting the empirically obtained average total marketing budget lift factor
‘based upon at least two of the received qualitative attributes of the distinguished
offering; and

using the adjusted empirically obtained average total marketing budget lift factor
to determine an allocation of resources to a total marketing budget that tends to

optimize the distinguished business outcome,

wherein the empirically obtained average total marketing budget lift factor is
empirically obtained before receiving the gualitative attributes of the distinguished

offering from the user.

[c6] 6. A method in a computing system for automatically prescribing an allocation
of resources to each of one or more activities to be performed with respect to a
distinguished offering, with the goal of optimizing a business outcome for the offering
that is expecled to be driven at least in part by the activities, comprising:

receiving information from a user characterizing attributes of the distinguished

offering;

for each of the activities, determining a lift factor derived from empirical resuits

for one or more offerings;

adjusting the lift factor based upon at least two of the characterizing attributes of

the distinguished offering received from the user; and

using the adjusted lift factor to generate an allocation of resources for each of

the activities,
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requi redBudget = targ et Re venue _ y elast_b

(base _k x growmh) [00365] Were growth is a

mul tiplier expressed as a nunber between 0 and 1, and
the resulting profit can be conputed: result Profit =
target Re venue _yxmarg in _m- requiredBudget

[ 00366] Concl usion [00367]1t wll be appreciated by

1t= gg\{ %ir?siﬁ itl'ﬂé)ﬁﬁl Bj%crﬂ%r: &egrfvgﬁ:ff&ﬁ %ﬁg}pﬁdﬂ ({jai g%%\é? -g%e on::er !%'S't%g’ﬁe 1 8f(§erings is

derived Viseforau seouyisg  iformatidrh drdnor £ goien geldesatenizing oattrimatess of the
. reference to particular enbodi nents, the scope of the
dﬁtﬁ“ﬁ(?'@h?&@ﬁef'%g'defi ned solely by the clains that follow

and the elenents explicitly recited therein.

[c7] 7. The method of ¢claim 6 wherein the determining comprises:

using the received information characterizing a first portion of the attributes of the
distinguished offering to select a lift factor corresponding to empirical results for

offerings whose first portion of attributes are characterized in a similar way; and

adjusting the selected lift factor based on using the received information characterizing
a second portion of the attributes of the distinguished offering.

fe8] 8. The method of claim 6, further comprising automatically committing
resources o at least one of the activities in accordance with the allocation generated

for those activities.

[c9] 9. A computer-readable medium whose contents cause a computing system
to perform a method for automatically prescribing an allocation of resources to each of
one or more activities to be performed with respect to a distinguished offering, with the
goal of optimizing a business outcome for the offering that is expected o be driven at
least in part by the activities, the method comprising:

receiving information from a user characterizing attributes of the distinguished

offering;

for each of the activities, determining a lift factor derived from empirical results

for one or more offerings;

adjusting the lift factor based upon at least iwo of the characterizing attributes of

the distinguished offering received from the user; and

using the adjusted lift factor to generate an allocation of resources for each of

the activities,
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CLAIMS W claim Eciil. A nmethod in a conputing system
for automatically prescribing an allocation of
resources to a total marketing budget for a

di stingui shed offering, with the goal of optimzing a
di stingui shed busi ness outconme for the offering that
IS expected to be driven at | east in part by the

al | gocat i rce totheto keting bud . .
conppreut i i ot G o it Bise s g pieeSitenings i
deridécs thdighel sdrtlingf figfoimgtid ona d1sger drekddtevding aatributes of the
. derived erage total marketing budget lift factor;
distiggyigheq ﬂ@ewe derived average total marketing budget
lift factor based upon at |east two of the received
qualitative attributes of the distinguished offering;
1040, The dﬂ@ert ?ﬁﬂ?uﬁfe%ﬁ'm@'eéf' \eimaveiaaeeif ofhel determining
mar ket ing budget Iift factor to deternine an
comgrip@®at i on of resources to a total marketing budget

that tends to optim ze the distinguished business
outgibguhe receivedaniraiation bataaterizing avistaptiorpohthe atiributes of

the %flh?ﬁ:éﬁ@j Bﬁgﬁggt :stélfggtf %gfﬁg{atch?b%?ﬂéegﬂﬁéh Pift@'b%plrtcal results for

offedingst wh@em frhiepbroér ef athiiputesoanctdharanterized[ia 2]shnilarveay; and
nmet hod of claim 1, further conprising persistently
st sdjusiing ke chefented Hild fagtdio based romfusings de geseiveg]igformation
r
cnarpfer§Bbat fachbe Peflfidong A Res SE TR Bgiefog Bligg
[c4]4. The nmethod of claim1l wherein the retrieved
average total narketing budget lift factor is an
[c11]aV driadiéhet adraputemrcadabiegnédidged! obdims? fuethiey comassing automatically
ter-r adab rred um whose c nt ent au
oM B e P AR O ev't BRI ES Hodcaegance wi 2 &fbcaton
gendrdtadimet tierkldctiatiescri bing an al l ocation of resources
to a total marketing budget for a distinguished
offering, with the goal of optimzing a disti ngw shed
busi ness outconme for the offering that is expec

[c12lhe T@r iV Ut m%rsspomeu;%rfﬂ%s}ort% colleclivaly; éﬁmaﬂ & genefahzed

mark&@FQUIFCRStdr Yatd S @brR! cﬂﬁbhﬁh? 'wplbwﬁﬁﬁéf’ erﬁﬁ’é@éacﬁ 9 -a different
receiving qualitative attribufes of di sti ngui shed

busipesse pifeiNd praiilen aass ousiness osiering Péﬁf”@rﬁﬁ’ieﬁ'mf%g pyset of qualitative
offeff Qﬂtﬂﬁﬁeé t%‘%%n?t‘ﬂtsﬁ'th LEBESDNSrrOMAOS il fFdm fﬂ?&bﬂfer business

ust 1 ng ri ca obt al ned average tot
offemrtg Iaéltfli%g eaglal @étry Icpﬂtalm@@tadrft isatu dndipafingathel eé@ﬁ ot @gnarketing

actz\@p v{l!?leregﬁ té’ ﬂ'%fgﬁHﬁ;la b S’ﬁén){%ssacsﬁe{ranQBﬁsa ﬁﬁé@% utcome,

i ngui s

Frpbérjfeﬁﬁlfby aoglé@'ﬁeq]u%eﬁvgﬁ &g P?&?Hbe r?k%t(ljl é&%@@t one of the

act ermne anrallocatio our ces
profitest tealift famtck dndicejedd by gedistirigaitshed redtyy tnoaolpe adjiustedtin eesponse to

o DAL T 5 BBE I o v e
used td autbactiosllyi speelipianiaiatitionobit maietnd edsouecasdoah® idisgnguished

theéﬂaal itative attributes of the distinguished
offedid &'Fng from the user.

wherein the lift factor is derived before receiving the set of qualitative offering

attributes of the distinguished offering.
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6]6. A nethod in a conputing systemfor automatically

prescribing an allocation of resources to each of one

or nore activities to be perforned with respect to a

di stingui shed offering, with the goal of optimzing a

busi ness outcone for the offering that is expected to

be driven at least in part by the activities,

conpri si ng: receiving information froma user

characterizing attributes of the distinguished

off ri h jirt | ; i
C1S1gegr i SEPRLPY MRS o Hab Ty R MRS fagior contained by
each esiny ssarfalastoiig naasoox. e of f eri ngs; adj usting the

lift factor based upon at |least two of the

characteri zi ng attributes of t he di stingui shed

of feri ed fromt user g
9100 o8 MEEOT 61 Br SOBPGEING SEPteTEOn el SpfeRtiioing an
aliodaﬂﬁl@ld)f eutods-1eacthtafmalketiag buagdtifersa dlstlngurshedvbﬁemgwof claim

e lift factor der| edfromf%énglrlcal sul.t.s

th
1, wheripr We RIS ofIBMAG JecPiisrdY Aedisivguigied Business, and

wheieﬂ'f He@érived éﬁe@é@@to@@@ﬁar&hﬁrﬁ bh@g@tzhlftrfgct@t i térillegisirat offerings
t he di stingui shed feri n% ]7. The method of claim

offeredmat@m@%%oméfmamthe qis Bawﬁ?%egsm%%ﬁ ng the
recei ved information characterizing a first portion of
the attributes of the distinguished offering to sel ect
1512, 45! tThEa%mu{é‘?{ém&dh@&uW RN 'c%ﬁ{enﬁseséélu%ﬁ, BOtomputing
of ferings rst portion of attributes are
systerthdo ancetferm zethetheddos apidmaticaty presadbing Jausallpﬁ@thm@f resources to
i f c [ &€ e
o 3 A, SbBEEL PIHARIS, BeAOF G oCRNSS, ynroi e
distieduishdaudfésingfis toifferedi sy amlrsjmedhedftfuemleag ar[CEYVBere‘lTh&e average

o SR BN SR S8R ST oo o

busihéssae Gaidtanaethsi dlﬂlﬁgh%héhhﬂl@ﬂdesﬂn generated for those
activities. [c9]9. A conputer-readabl e nmedi um whose
contents cause a conputing systemto perform a nmet hod
for autonmati cal I% gr escri bi n%[yan al | ocation

161 odBurtes MeEhdl 81 CORRUGIO ayF BThdbf VickerBaUGaly prescrioing an

alloo@ﬁérﬁ Bf FB%@UP’?:‘eE*ﬂo b&érPSFéné 8r Mot BERVESIt6 RthepfotREH MEth respect to
optim zing a business outcone for

a dlsimg@tshﬁ@ 0? TRERG |0§ céatrp?e%t whered B distingtishad piéering ﬁSrPéered by a
dlstu@ dhblsHesaChnd iy Eél%'ﬁ? tH Bt AR I G RbinSdirical results for one
celving I nformatio roma user characterizing
or rarer offerngs isf deriveddfremi wifetringre @fferdce by ngisinesses gther than the
eac ctivities, determining a lift factor
dﬁt“&%‘f%h?gjamfsmee genpl rical results for one or nore
of f eri ngs; adjusting the Iift factor based upon
at least two of the characterizing attributes of the
[c17]di svi mwmbﬂdrmﬁéddabimgleﬁmivww@efdmmrﬁheama;commﬁng system

o Y I A by PSSk P SRRSRY o hepvges o oaon o

one WhRTRE Bclififed tof e Pé‘r‘ﬁérﬂ’fecﬂﬁr’th v&shelct wraemﬂhgw@aéd bffstithg f claim
for one or nore offerings.is derived g@ore receivin

9, wherelh ntaei datinguivhes aEeing haroftared ity Ag E"?gq'ﬂlﬁdeguélf‘gss and
wherteﬂ?th%' Iﬁttfaeﬁﬁ"gléﬂf‘éb ﬁ’&‘)rg nﬁﬂﬁ?ai[r@ﬁl%ofor dR€ or more offerings is derived

nput er-rea claim9 wherein the
fromdﬁi%ngas nffergddyripsinasses other than the distinguished business.
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using the received information characterizing a first

portion of the attributes of the distinguished

offering to select a lift factor corresponding to

enpirical results for offerings whose first portion of

attributes are characterized in a simlar way; and

adj ust i ng the selected lift factor based on using the

0 | n t

fei8} " q?he g élﬁg %E{Fgé}eogoﬁlﬁg{egﬁ@t@ﬁlﬁ%ﬁlé‘s oft d&g@gf Qtoﬂﬁé d @Bneralized
markeemgjlrﬁ; faThor dabapaitusture eﬁmrrwaemhamlroﬂhezldaﬂhnwshed offering is

oo R A AL B AT M et o o

marKeting ahdtivitatwitm rgspeet ab etthef gnouph ok duainkebyidffegisgs on a business

ek g 8508 oDy AEBULT) SRS 574 BN i

busirsddsuct ure, conprising a plurality of entries each for
a different business offering profile, each business
offering profile specifying a set of qualitative

"offering attributes that distinguish T,tggaﬁ busi ness
=191 of ffer AGCRIETIN BELAPRIINGIRYSIENh & aprna&lly pressripig an allocation

of ré&'bede%et% c8&f rE)fedﬂerlér ‘Fl‘i’&baéé"ﬂvﬁ@satd bé tperReh@H with respect to a
Indicating the effect of a marketing activity wt

th
distingséshedt oftesinghwith rtbe gost ohorimiging @Pﬂé‘ﬁ?%@ui@ﬁ”@ for the offering
hed
that |§f E &Eg lggé??(}%e gt east mgﬁs 5 e, Jcﬁ%g@s ‘@oﬁ@ifrlg&ﬁ' she

n t1’'ngui shed one
prr?éénblﬁ%unftoprﬁa{jérf ?rofr?ﬁt&rer | gLl Bih Pt bS bf ‘&%‘H%ﬂﬁ&lshed
entry nay be adjusted in response to receiving a set
offerimfy; qual i tati ve offerl ng attributes of the
di stingui shed offering and then used to automatically
speceash ahthel hdbvitiaso selettinmelwreidegved §t factes dedvachisom results
for OS%E)E g%lgﬁgﬁrgq of fering, and _wherein the lift

Yed before rece|V|ng t he set of
t !

o%ﬂ l.l}S:iﬁ LyE [lf?%p‘ﬁrjg&%?ﬁ JpronbeH I?asesrt ‘RL”% hﬂ?}eecglﬂﬁag%& r}n‘iﬁ%ﬁ%rébufes of
the dMIlaganshedi bifetind tecbaredcbmnmﬁretmen%cby each entry is an

el asticity measure. (cl4]14. The nmethod in a conputing

s wsirgnhieozdjasted ifit fiactal ty gpnesabe iabialgcalivrabl wsaticea fof each of

urces.to a total marketing budget for a

the a&ﬁﬁ?‘?sngw shed offering of claim1, wherein the

4 ng heg o f AN nlgtpﬁ dnfar &%S{/oz'gfrg%eq %%éer c{hI Fagilﬂérﬁgﬂ'legdattributes
of th@ﬁfslﬁﬁ@unﬂ%d)tbfﬂ@‘mg lls uked frasdlectingsthd ré-dedvdd liinfaoforer i ngs
of fered by businesses other than the distinguished

busi ness. [c15] 15. The conputer-readabl e nedi um whose
contents cause a conputin temto perform
N the MpuLlng sys b C@ﬁy prescrdbmg an

[c20] f &0- aliPONAEHNOA 1K) P rCERRYHITN§YSHRMalfPlo AHEIBA

alloc ﬁﬁp&f fe8surk8s éQct.r%f il be&a&ﬂﬂﬁ@% beherformed with respect to
I st1 ngui shed off erl]r_g of claimb5, wherein the

a drsdm@:mhﬁgh@féefm offdiaim Hy whereinfibe é@foapa@rufr@muawg%ﬁrsqh@@ctenzmg
- i n \Y; k
attnb@%ge ) tacﬁ%m %{h@?s efﬁ:gv | @g@ﬁ @t St eﬁrgﬁ . r%géranr‘égtenzmg both
attribofe‘sesrridmﬁ)lratlém eldhbyidtinguisbsd eﬁemgher t han the
di stingui shed business. [c16116 The nethod in a
conputing system for automatically prescribing an
all,ocation of resources to each of one or I -
[e21] a@ﬁr v?{‘? e@e&?dbg' FerfOGIRHG9, Sy emeg?;e@y%)qrga“igzaﬁy prescribing an
allocalici 6feubisBestdid bitheddr mbR MtRiticwhe beiparfoheed with respect to
di stingui shed offering is offered by a distinguished
busi ness, and wherein the [ift factor derived from
enpirical results for one or nore offerings is derived
fromofferings offered by businesses other than the
di stingui shed business. [c1%8 17. A conputer-readabl e
medi um whose contents cause a conputing systemto
performa method for automatically prescribing an
al l ocation of resources to each of one or nore
activities to be perforned with respect to a



using the adjusted lift factor to generate an

al l ocation of resources for each of the activities,

wherein at |least a portion of the information froma

user characterizing attributes of the distinguished

offering is used in selecting the pre-derived lift

factor. [cal] 20. The nmethod in a conputing system for

[ l; r -

a cishitbShod Gflrinl ¥ GART 19 erBlh e (F6FhAR RomiEBot (ifactorising
anrlm@@oefcmetwst@gdusbe@ wifaiint rdiuget @t laagt bfo altrabuieaselected from the

o8 o8B R T A 50 5004 hon, mre

share rdrat advierismgtnaalinet eri zi ng both attributes and
.aspirations .of the distinguished offering. [c21] 21.
The nmethod in a corrputi ng syst emfor automatically

crl bi al l ocati on of reso o each, .of .
(221 20 AP e coTTR B SR 1oF RLlTIRY BEscHbing G Bocation
of re@b@rbbélwleablﬁf@f @hbedr meredhietbitiisnio Ih Wﬂ@rfn%mmﬁtﬁeespect to a first
i nformatjon from a user. characteri 2| ng attributes

offerinde WS tiNhgePAnel WHMEFNGGR | PEINRRSS OH comeader e it offering,
compdiid:but es sel ected fromthe group consisting of
|ndustry newness, marketing innovation, new

I Gé@énﬂﬁ%irﬂ&m%ﬁ‘fﬁim aNRer chaBetcASNE ra'tth§ut@9 ofiY firkYeffering:
A nethod in a conmputing Systemfor

a%ﬁ@@éH Qtaﬂhbyadi’i(rﬁi§§rééléét91gaé‘ Itﬁ'fé&éﬁéﬂngmcﬁﬁy bst%ﬁiébci?&n results
to each of one or nore acfivities to erforned with

for on@ﬁe@prq ether fffegnosrwieereimgthevift faqtcpfelsgeggpmnglly obtained before
rece:9llﬂ ﬁTb?rhé‘tQJna\‘r&H% Ke? ShAtCE O _faﬁfrlbpfé% drihStirsPbfr&ind19.

rising: recelving irntormation froma user
C I t
%f%g@ EHezilfP%g?dgct{és\%P{t@gg%ft Iéz{%gtg{dl %%e@‘hﬁﬁdtt—%]%ng attributes of
the fl@mﬁﬁfi@@reoﬁlv@ﬂtfmﬂméw gseshancksul t s for one or nore
ot her offerings, wherein the Iift factor is
emsingi el adjusiend 4ft factobss gereratscan wloeationt Jrieaeureas foropsch of
thea@?\#ﬁ character|2|ng attributes of the first
eri ng adjusting the |ift factor based upon
at Ieast two of the characterizing attributes of the
first offering received fromthe user; and usi ng

: uste Ilft factor .to generate an, allocation of.

e | 2 ThEShERouL i A SRt g SRS ke BltoBircSh) 'ibing an
mediidediidr oPreERIRids| tBodehsifetid BF nivé @embitieatd Ye performed with
prescri bing an allocation of resources to each of one

orreaped taca ifiistt pléeringoobelagardd rwrereln the ﬁ@épvéf@fln@ dS Py a first
f'ﬁ%ﬁne Ef &g r%frelﬁl ﬂﬁénéf% gﬁq%l%! nm%xﬁ«%t: M Gladdf I%gtor is
e tota

rst usl ness, erein era

rrw;hpltrcaﬂgy digmiged frionf cbfférmgtsmw businespeg othel thanahé éirstédsiness.
fromofferings by businesses other than the first

busi ness.
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